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PREFACE 


This  report  siimmarizes  data  on  household  consumer  purchases  of  fresh 
citrus  fruits,  caained  and  frozen  juices,  and  canned  fruit  drinks  during  the  - 
6-month  period  April-September  i960.  Detailed  data  for  April-Septemher  1959 
and  summary  data  for  April-Septemher  1955  a^re  presented  for  comparative  pur- 
poses. These  data  are  developed  from  those  appearing  in  a series  of  monthly 
reports  entitled  "Consumer  Purchases  of  Citrus  and  Other  Juices."  The  pur- 
pose of  this  report  is  to  provide  additional  information  concerning  buying 
practices  of  families  as  related  to  geographic  region  and  size  of  city  in 
which  they  live,  family  income,  family  size,  presence  and  age  of  children, 
occupation  and  education  of  family  head,  age  and  work  status  of  housewife. 

The  "family  income"  classification  used  in  this  report  was  based  on  a 
division  of  family  income  into  four  quartiles  in  each  community  size  within 
regions.  For  example,  in  the  North  Central  region  all  farm  families  were 
divided  into  four  groups  of  equal  size,  based  upon  a ranking  of  incomes. 
Similarly,  all  families  in  cities  of  under  10,000  population  in  the  region 
were  divided  into  four  groups.  In  turn,  the  families  in  each  of  the  other 
city  size  classifications  in  the  region  were  divided  into  four  groups.  All 
of  the  families  in  the  hipest  income  quartiles  were  then  combined  to  form 
the  "upper  income  group."  Those  in  the  next  hipest  quartile  formed  the 
"upper  middle  income  group,"  etc. 

In  the  classification  of  "size  of  community"  the  total  population  of 
metropolitan  areas  was  used. 

The  data  on  "average  volume  of  purchases  per  buying  family"  are  calcu- 
lated by  dividing  the  total  volume  of  purchases  of  each  product  during  the 
6-month  period  by  the  number  of  families  purchasing  that  product.  On  the 
other  hand,  "volimie  of  purchases  per  1,000  persons"  was  computed  by  dividing 
purchases  by  the  total  number  of  persons  in  the  category  irrespective  of 
whether  or  not  purchases  were  made  by  the  family  of  which  they  were  members. 

This  is  the  eleventh  of  a series  of  reports  covering  selected  6-month 
periods  beginning  in  October  19^9 • This  information  is  collected  as  part 
of  a broad  marketing  research  program  directed  toward  improving  and  expanding 
markets  for  agricultural  products. 

The  cost  of  obtaining  the  consumer  purchase  data  has  been  defrayed  by 
the  Florida  Citrus  Commission  with  some  help  from  the  California  Prune  Ad- 
visory Board  since  October  1959-  Prior  to  that  time  the  Department  co- 
operated with  fruit  industry  groups  in  paying  those  costs.  The  Department, 
however,  continues  to  analyze  the  data  and  publish  reports  as  it  has  done 
since  1950. 

Based  on  data  collected  for  the  Florida  Citrus  Commission  by  the 
Market  Research  Corporation  of  America 
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CONSUMER  PURCHASES  OF  SELECTED  FRUITS  AND  JUICES 
By  FAMILY  CHARACTERISTICS 


• APRIL- SEPTEMBER  i960 

By  Clive  E.  Johnson 
Marketing  Economics  Division 
Economic  Research  Service 

The  data  in  this  report  represent  estimated  total  purchases  hy  household 
consumers  in  the  i|-8  contiguous  States.  They  do  not  include  purchases  by 
hotels,  restaurants,  hospitals,  or  other  institutional  outlets.  Per  person 
purchases  represent  the  average  for  all  persons  in  the  classification,  irre- 
spective of  the  fact  that  purchases  were  not  made  by  some  families. 

SUMMARY 

Consumer  purchases  of  frozen  concentrated  juices  on  a 
ready-to-drink  basis,  together  with  purchases  of  chill- 
ed orange  juice,  canned  single -strength  juices,  and 
canned  fruit  drinks  averaged  272  ounces  per  person  in 
April-September  i960.  Purchases  of  frozen  concentrates, 
while  rising  substantially  over  the  same  period  a year 
earlier,  were  down,  nevertheless,  from  April-September 
1955.  Purchases  of  single -strength  juices  were  off 
moderately  from  1959  and  were  off  sharply  from  5 yesirs 
earlier.  Per  person  purchases  of  fresh  oranges  and 
fresh  grapefruit  were  well  below  both  1955  and  1959* 

Data  are  not  available  for  total  canned  fruit  drinks 
for  preceding  years. 

Production  of  fresh  oranges  was  down  a little  from  both 
a year  and  5 years  earlier.  The  quantity  of  oranges 
processed,  however,  held  about  the  same  as  in  1959#  "but 
was  well  above  5 years  earlier.  The  grapefruit  crop 
was  smaller  than  in  the  preceding  year,  but  was  about 
the  same  as  5 years  earlier. 

Purchases  of  frozen  orange  concentrate  rose  well  above 
the  low  rates  of  mid-1959  to  approach  the  high  levels 
of  mid-1955#  and  replaced  fresh  oranges  as  the  most 
universally  purchased  item  among  the  half  of  families 
having  above  average  incomes.  This  one  product  ac- 
counted for  89  percent  of  purchases  of  all  frozen  con- 
centrates and  for  3^^  percent  of  total  purchases  of 
juices  and  drinks.  Consumption  of  chilled  orange 
juice  and  canned  orange  drink  trended  upward,  but  use 
of  canned  orange  juice,  althou^  up  from  the  previous 
year,  was  only  60  percent  as  great  as  in  1955*  The 
per  person  purchase  of  the  4 orange  products  about 
equalled  combined  purchases  of  all  other  juices  and 
drinks. 
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Consumption  of  canned  grapefruit  sections  increased 
over  both  1955  and  1959^  "but  canned  grapefruit  juice 
was  off  more  than  a fourth  from  a year  earlier  and 
more  than  half  from  5 years  earlier.  Consumption  of 
pineapple  juice,  while  rising  over  1959^  "v^as  down  sub- 
stantially from  1955  • On  the  other  hand,  consimiers 
were  purchasing  more  pineapple -grape fruit  drink.  Move- 
ment of  tomato  juice  was  off  rather  sharply,  while  prune 
juice  held  about  even  with  both  1955  and  1959* 

Hie  decline  in  per  capita  purchases  of  frozen  orange 
concentrate  from  1955  reflected  a smaller  purchase  per 
family  with  about  the  same  proportion  buying.  The 
heavy  drop  in  purchases  of  canned  juices  was  associated 
with  a moderate  decline  in  the  proportion  of  families 
buying,  together  with  a 25  percent  decrease  in  size  of 
purchase.  On  the  other  hand,  the  gains  made  by  chilled 
orange  juice  ajid  canned  fruit  drinks  reflected  more 
families  buying. 

Per  person  purchases  of  frozen  orange  concentrate  in- 
creased some  over  1955  among  low  consuming  segments  of 
population,  but  offsetting  declines  occurred  among 
heavy  users;  purchases  of  families  having  below  average 
incomes  remained  only  half  as  great  as  those  of  the 
more  well-to-do.  In  contrast,  low  income,  older,  and 
retired  families  were  the  heaviest  consumers  of  canned 
juices,  fresh  oranges,  and  fresh  grapefruit.  Middle- 
aged  families  and  those  having  children  of  various  age 
groups  were  heavy  consumers  of  canned  fruit  drinks,  but 
older  families  became  more  important  as  consumers  of 
fresh  and  processed  grapefruit  and  of  prune  juice.  Fami- 
lies having  children  of  preschool  age  were  average  buyers 
of  orange  juices,  and  pineapple-grapefruit  drink;  those 
having  children  of  grammar  school  age  were  heavy  users 
of  all  products,  but  families  having  children  of  hi^ 
school  or  mixed  ages  were  li^t  purchasers  of  almost 
all  products. 


PER  CAPITA.  PURCHASES  OF  FROZEN  ORANGE  CONCENTRATE  DOWN  SOME  FROM  1955 

Household  consumers  purchased  substantially  more  fro- 
zen concentrated  orange  juice  in  April-September  i960 
than  in  the  same  months  of  1959  when  consumption  was 
at  depressed  levels.  However,  despite  the  growth  in 
population,  and  heavy  production  of  the  product,  pur- 
chases were  only  3 percent  greater  than  in  mid-1955- 
(See  page  38* ) 


- 6 - 


FROZEN  CONCENTRA.TED  ORA.NGE  JUICE  — Continued 


PER  CAPITA  PURCHASES 

Apri/'Sepfember 


AGE  OF  6-OZ. 

HOUSEWIFE  CANS 


@1955  @1960 


Nearly  52  percent  of  the  Nation's  families  bought  fro- 
zen orange  concentrate  in  April-September  i960.  This 
■was  a gain  of  3 percen-tage  points  over  a year  earlier, 
but  it  was  about  the  same  proportion  that  bou^t  in 
mid-1955»  The  size  of  the  average  buying  family  pur- 
chase was  down  from  1955 ^ however,  and,  as  a result, 
per  capita  purchases  declined  from  26.1  to  25.6  ounces, 
or  from  10^  to  102  ounces  on  an  equivalent  single- 
strength basis.  (See  page  20.) 

Purchases  in  1959  vere  low,  with  movement  of  the  prod- 
uct still  suffering  from  disruptions  that  followed  the 
short  1958  citrus  crop.  A heavy  promotional  program 
begun  in  the  fall  of  1959 ^ and  a drop  in  prices  at  the 
end  of  the  year  were  associated  with  gains  made  in 

i960,  y 


Production  of  oranges  was  somewhat  smaller  than  in ‘the 
preceding  season  and  1955.  pack  of  frozen  orange 

concentrate  -was  down  a little  from  the  record  produc- 
tion of  a year  earlier,  but  because  of  heavy  ceirryover, 
supplies  available  for  purchase  were  at  peak  levels  in 
i960.  Output  of  the  product  in  1955  "was  at  50  percent 
of  i960  production. 


Retail  prices  averaged  15  cents  per  6- ounce  Qan  in  the 
spring  and  summer  of  i960,  compared  with  21.4  cents  in 
1959  and  15.5  cents  in  1955.  Consumers  spent  about 
$120  million  in  total  for  the  product,  4 percent  more 
them  in  April-September  1959>  and  I8  percent  more  than, 
in  the  same  months  of  1955.  Buying-family  expenditures 
averaged  $4.84  for  the  6-month  period.  Althou^  down 
from  a year  earlier,  the  family  expenditure  was  9 per- 
cent greater  than  in  1955. 

All  types  of  families,  except  those  having  children  of 
high  school  age,  consumed  substeintially  more  frozen 
orange  concentra'te  in  April-September  i960  than  a year 
earlier.  The  greatest  increase  -was  reported  for  fami- 
lies having  children  of  grammar  school  age,  reflecting 
an  increase  of  l4  percentage  points  in  the  proportion 
of  families  buying. 


Changes  In  levels  from  195 5 ^ however,  were  mixed  with 
consumption  increasing  among  li^t  users,  and  gener- 
ally declining  among  heavier  users.  Per  capita  pur- 
chases, for  example,  were  up  in  the  South,  rural  areas. 


y See  "Effectiveness  of  a Special  Promotional  Campaign  for  Frozen 
Concentrated  Orange  Juice,"  Marketing  Research  Report  No.  457,  March  1961, 
by  Peter  L.  Henderson  and  Sidney  E.  Brown. 
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and  smaller  towns,  "but  piirchase  rates  in  the  heavy- 
consuming  Northeast  and  larger  cities,  failed  to  keep 
pace  with  the  growth  in  population  and  were  down  8 to 
12  percent.  Similarly,  consumption  increased  among 
families  in  the  lowest  income  quartile,  hut  declined 
among  the  three-fourths  of  families  having  hi^er  in- 
comes. As  suggested  by  the  chart  in  the  margin,  pur- 
chases of  older  families  (housewife  of  45  or  more,  com- 
prising 48  percent  of  all  families)  increased  from  a 
little  above  to  well  above  average,  whereas  purchases 
of  middle-aged  families  shifted  from  above  to  below 
average.  (See  page  37.) 

Despite  changes,  the  light  buyers  of  1955  were  still 
the  li^t  buyers  of  i960,  and  per  capita  purchases  in 
the  South  and  Mountain-Southwestern  regions,  in  rural 
areas,  and  smaller  cities,  and  by  low  income,  large, 
and  poorly  educated  families,  and  among  those  having 
children  of  various  age  groups  held  25  percent  or  more 
below  the  national  average.  On  the  other  hand,  pur- 
chases were  not  less  than  25  percent  above  average  in 
the  Northeast  and  the  largest  cities,  and  among  hi^ 
income,  well-educated,  small  and  childless  families  and 
those  having  children  in  the  6-12  year  age  bracket.  In 
contrast  to  the  pattern  for  canned  juices  and  drinks, 
purchase  rates  varied  sharply  with  the  amount  of  income 
available  and  consumption  of  the  well-to-do  was  double 
that  of  low  income  families.  (See  page  21.) 


CHILLED  ORANGE  JUICE  MOVES  UP 


PER  CAPITA  PURCHASES 

ApriZ-Sepfember 


AGE  OF 

HOUSEWIFE  OZ. 


More  chilled  orange  juice  was  bou^t  for  household  con- 
sumption in  the  summer  of  i960  than  in  any  similar  6- 
month  period.  Purchases  averaged  10  ounces  per  person 
nationally,  compared  with  about  9 in  1959  and  in  1957^ 
when  these  data  were  first  obtained.  Hie  proportion 
of  families  buying  increased  each  year,  rising  from  7 
percent  in  1957  to  11  percent  in  i960.  Part  of  that 
gain,  however,  was  offset  by  a decrease  in  the  average 
size  of  purchase  from  I3  quarts  per  buying  family  in 
1957  to  9.3  quarts  in  i960.  Retail  prices  at  37.8 
cents  per  quart  were  down  4.2  cents  from  a year  earlier. 

Die  market  for  chilled  orange  juice  is  more  localized 
than  that  for  frozen  orange  concentrate.  Purchases  in 
the  Northeast  averaged  22  ounces  per  person,  three  times 
the  rate  in  the  Noirth  Central  States,  the  next  heaviest 
buying  area.  Consumption  in  cities  of  over  500,000  at 
19  ounces  per  person  also  was  several  times  greater  than 
in  smaller  places. 
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The  heavy  buyers  of  chilled  oi^ge  juice  were  found 
amorg  well-to-do,  well-educated,  smaller,  and  older  fami- 
lies, and  among  those  having  children  of  grammar  school 
age  only.  Purchase  rates  of  families  having  other 
characteristics  were  well  below  average.  In  contrast 
to  the  purchase  pattern  of  other  products,  retired  fami- 
lies are  below  average  users  of  chilled  orange  juice.  £/ 

Per  capita  purchases  were  up  from  1957  and  1959  in  most 
classifications,  with  the  greatest  gains  occurring  in 
the  North  Central  and  Pacific  Coast  States,  and  among 
heavy  buyers  and  families  having  children  of  6-12  years 
of  age.  On  the  other  hand,  piorchases  declined  from  1957 
and  1959  in  the  Mountain-Southwestern  region,  among 
large  families  and  those  having  a middle-aged  house- 
wife. (See  page  22.) 


CANNED  ORANGE  JUICE  OEF  ^0  PERCENT  FROM  1955 


PER  CAPITA  PURCHASES 


Apr »/ -Sep  f ember 


AGE  OF 

HOUSEWIFE  OZ. 


^1955  ^1960 


Per  capita  purchases  of  canned  orange  juice  averaged 
12.4  ounces  in  April-September  19^0,  compared  with  10.3 
a year  earlier  when  production  and  purchases  were  the 
lowest  for  many  years.  In  mid-1955^  purchases  averaged 
21  ounces  per  person. 

The  decline  in  consumption  from  1955  "was  associated 
with  a drop  in  the  proportion  of  families  buying  from 
31  to  21  percent,  together  with  a decrease  in  the  size 
of  the  family  purchase  from  4.9  to  4.1  cans  (46-ounce). 
Prices  paid  averaged  37*5  cents  per  can,  compared  with 
44.8  cents  a year  earlier,  and  30 • 9 cents  in  mid-1955* 
Production  of  the  product  was  well  below  5 years  earlier. 


Large  relative  gains  in  purchases  over  April-September 
1959  were  observed  in  almost  all  geographic  and  socio- 
economic classifications.  Nonetheless,  purchase  rates 
were  down  substantially  from  5 years  earlier  in  all 
classifications.  The  declines  were  greatest  among  fami- 
lies who  were  heavy  buyers  of  frozen  orange  concentrate. 


The  best  markets  for  canned  orange  juice  were  found  in 
areas  in  which  purchases  of  frozen  orange  concentrate 
were  low  --  the  South,  farm  communities,  and  among  low 
income  and  poorly  educated  families.  Retired  families, 
who  were  only  about  average  buyers  of  the  concentrated 
product,  were  the  heaviest  consumers  of  canned  orange 
juice.  Other  above  average  buyers  of  the  canned  product 
included  families  having  children  of  preschool  or  gram- 
mar  school  age  in  the  home.  (See  page  23.) 

27  Retired  families  comprise  a large  portion  of  the  "Unclassified"  group 
under  Occupation  of  Ibmily  Heaid. 
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GOOD  GAINS  MADE  BY  CANNED  ORANGE  DRINK 


PER  CAPITA  PURCHASES 


ApriZ-Sepfember 


AGE  OF 

HOUSEWIFE  OZ. 


■11960 


9.9 


Purchases  of  canned  orange  drink  averaged  about  9 
ounces  per  person  nationally  in  April-Septemher  196O, 
as  against  8 in  1955  and  1959 • The  gains  were  associ- 
ated with  an  increase  in  the  proportion  of  buying  fami- 
lies. 

Geographically^  the  best  markets  for  this  product  were 
in  the  North  Central  and  Pacific  Coast  regions,  where 
per  person  purchases  exceeded  those  of  canned  orange 
juice.  Per  person  consmption  in  cities  of  under 
100,000  was  greater  than  in  larger  cities. 

Ihe  best  buyers  were  found  among  lcn^T  income,  poorly 
educated,  small,  and  retired  families.  Farmers  and 
families  having  children  in  the  6-12  year  biucket  were 
also  heavy  consumers. 


Per  capita  purchases  were  far  below  average  in  the 
Northeast  and  in  the  largest  cities,  among  large  fami- 
lies and  those  of  persons  employed  in  an  executive- 
professional  capacity.  Ihe  differences  in  purchase 
rates  between  heavy  and  light  buyers,  however,  were 
not  so  great  as  the  variations  in  purchases  of  frozen 
orange  concentrate  and  canned  orange  juice. 

Almost  all  types  of  families  bought  more  canned  orange 
drink  in  April-September  i960  than  either  a year  or  5 
years  earlier.  Consumption,  however,  fell  off  in  the 
Mountain-Southwestern  region,  among  large  families,  and 
among  those  having  older  children.  (See  page  24.) 


USE  OF  FRESH  ORANGES  CONTINUES  TO  DECLINE 


PER  CAPITA  PURCHASES 


Apri/-Sepfember 


AGE  OF 

HOUSEWIFE  OOZ. 


Only  about  9 oranges  were  purchased  on  a per  person 
basis  in  April-September  i960,  compared  with  12  a 
year  earlier  and  17  in  April-September  1955.  These 
declines  reflected  a down-trend  in  the  proportion  of 
families  buying  from  62  percent  in  1955  to  55  percent 
in  1959  and  52  percent  in  i960,  together  with  a de- 
crease in  the  size  of  purchase  from  7.5  to  4.9  dozens. 
In  comparison,  about  52  percent  of  families  bought  fro- 
zen orange  concentrate  in  both  1955  and  i960,  and  there 
was  only  a modeirate  decline  in  the  average  size  of  pur- 
chase * 

In  April-September  1955^  the  proportion  of  families 
buying  fresh  oranges  was  well  above  the  proportion 
buying  frozen  orange  concentrate  in  nearly  all  geo- 
graphic and  socio-economic  classifications.  By  i960. 
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however,  the  concentrate  was  the  more  universally  pur- 
chased item  in  the  Mountain-Southwestern  region  and  in 
cities  of  10,000  or  more,  and  among  the  half  of  families 
having  above  average  incomes.  These  shifts  also  oc- 
curred among  families  having  such  characteristics  as 
4,  or  5 members,  children  of  preschool  or  of  hi^  school 
age,  a hi^  school  or  college  twined  breadwinner  or  a 
young  or  middle-aged  housewife. 

Per  capita  purchases  of  fresh  oranges  were  off  substan- 
tially from  both  1955  and  1959  ia  almost  all  classifi- 
cations. Declines  were  smallest  among  low  income,  re- 
tired, and  older  families,  and  greatest  among  hi^  in- 
come, young  and  middle-aged  families,  and  those  having 
older  children. 

The  best  markets  for  fresh  oranges  in  April-September 
i960  were  in  the  Northeast,  North  Central,  auid  Pacific 
regions  and  in  cities  of  500,000  or  more.  Per  capita 
purchases  of  small,  childless,  well-educated,  and 
older  families  were  substantially  above  above  average. 
Ptetired  families  were  among  the  heaviest  users  of 
oranges  ajid  low  income  families  were  above  average  users 
--a  variation  from  the  pattern  for  frozen  orange  con- 
centrate. (see  page  25.) 

PER  CAPITA  PURCHASES  OF  FRESH  GRAPEFRUIT  DOWN  30  PERCENT  FROM  1955 

Purchases  of  fresh  grapefruit  dropped  from  2.6  per 
person  in  April-September  1955  to  2.3  in  1959  and  to 
1,8  in  i960.  This  reflected  a drop  in  the  proportion 
of  families  buying  from  39  percent  in  1955  to  32  per- 
cent in  i960,  together  with  the  decrease  in  the  purchase 
per  buying  family  from  22.6  to  I8.5  grapefruit.  Pro- 
duction of  grapefruit  was  moderately  smaller  than  a 
year  earlier,  but  was  about  the  same  as  5 years  earlier. 

While  reduced  per  person  purchases  were  reported  in 
all  classifications,  consumption  held  at  a relatively 
even  pace  in  the  average -buying  Mountain-Southwestern 
and  in  the  heavy-buying  Pacific  Coast  States,  in  con- 
trast to  declines  of  a third  or  more  in  other  regions. 

Low  income  families,  who  have  been  consistently  above 
average  users,  also  maintained  a relatively  stable  pur- 
chase rate  in  contrast  to  substantial  declines  among 
the  three-fourths  of  families  having  hi^er  incomes. 

The  decline  in  per  capita  purchases  was  particularly 
heavy  among  executive -professional  families,  dropping 
from  well  above  average  in  1955  to  about  average  ip 
i960.  However,  most  of  the  heavy  consumers  — families 


PER  CAPITA  PURCHASES 
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AGE  OF 


HOUSEWIFE  DOZ. 


11  - 


having  one  or  two  members,  no  children  in  the  home,  an 
older  housewife,  and  retired  families  — reduced  their 
purchases  less  drastically  than  light  buyers  such  as 
young  and  middle-aged  families. 

With  these  shifts,  the  better  markets  for  fresh  grape- 
fruit shrank  to  fewer  types  of  families  than  in  1955. 
(See  page  26.) 


PURCHA.SES  OF  CmmD  GRAPEFRUIT  SECTIONS  MOVE  UP 


PER  CAPITA  PURCHASES 


ApriZ-Sepfember 


AGE  OF 

HOUSEWIFE  OZ, 


Per  capita  purchases  of  canned  grapefruit  sections,  in 
contrast  to  the  decline  in  use  of  the  fresh  fruit  were 
up  frcan  April-September  1959#  and  from  the  same  period 
of  1957  when  these  data  were  first  obtained.  The  gains, 
which  occurred  in  the  majority  of  classifications,  were 
associated  with  a larger  size  of  purchase.  Part  of 
those  gains,  however,  were  offset  by  a decline  in  the 
proportion  of  families  buying  from  l6  percent  in  1957 
to  13  percent  in  i960. 
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As  for  fresh  grapefruit,  the  best  buyers  of  canned 
grapefruit  sections  were  found  in  the  hipest  and  lowest 
income  quartiles,  and  among  the  small,  older  and  retired 
families,  and  those  who  did  not  have  children  in  the 
home.  At  the  other  extreme,  purchases  were  lowest  among 
those  having  children  of  preschool  or  of  mixed  ages, 

(See  pages  27.) 


CANNED  GRAPEFRUIT  JUICE  DOWN  50  PERCENT  FROM  1955 


PER  CAPITA  PURCHASES 

ApriZ-Sep^ember 

AGE  OF 

HOUSEWIFE  OZ. 


In  April-September  i960,  purchases  of  canned  grapefruit 
juice  averaged  only  9 ounces  per  person,  compared  with 
12  a year  earlier  and  I9  ounces  5 years  earlier.  The 
proportion  of  families  buying  declined  from  2k  percent 
in  1955  to  20  percent  in  1959  and  to  I6  percent  in  i960. 
Thai  size  of  purchase  per  buying  family  also  declined 
each  year,  falling  from  5.6  cans  (Zf6-ounce)  in  April- 
September  1955  to  3,9  cans  in  April-September  i960. 


35-44 


13.4 

4.3 


^1955  ■11960 


Production  of  canned  grapefruit  juice  was  down  moderate- 
ly from  the  preceding  year,  to  the  lowest  level  since 
1952.  Despite  low  production,  carryover  at  the  end  of 
the  1959  and  i960  seasons  was  above  average.  Retail 
prices  were  up  1 cent  from  a year  earlier  to  31.3  cents 
per  Z4-6-ounce  can. 


Almost  without  exception,  the  proportion  of  families 
buying,  and  the  size  of  purchase  per  buying  family  show 
steady  declines  in  each  classification  since  1955. 
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Geographically,  the  heavier  declines  were  in  the 
Mountain-Southwestern  and  Pacific  Coast  regions,  and  in 
cities  of  moderate  size.  By  family  characteristic,  the 
heavier  declines  were  among  families  having  3 to  5 mem- 
hers,  a moderate  education,  a middle-aged  housewife,  or 
a family  head  employed  in  an  executive-professional 
position. 

Families  that  had  hut  one  or  two  members,  no  children 
in  the  home,  an  older  housewife,  or  that  were  retired 
were  by  far  the  heaviest  per  capita  consumers  of  canned 
grapefruit  juice.  Purchase  rates  of  low  income  families 
were  substantially  greater  than  those  of  the  three- 
fourths  of  families  having  higher  incomes.  Families 
having  children  of  grammar  school  age  only  were  average 
buyers,  but  those  having  children  of  other  ages  were 
among  the  poorest  users. 

Thus,  the  best  market  for  canned  grapefruit  juice,  as 
for  fresh  grapefruit,  has  become  more  closely  identi- 
fied than  in  1955  with  low  income,  small,  childless, 
older,  and  retired  families.  (See  page  28.) 


DOWNTREND  OF  PINEA.PPLE  JUICE  CHECKED 

Purchases  of  pineapple  juice  were  up  moderately  from 
the  low  level  of  April- September  1959  to  reverse  the 
downtrend  that  had  persisted  since  1955*  Nonetheless, 
the  17  ounces  purchased  per  person,  the  proportion  of 
families  buying,  and  the  size  of  purchase  remained  well 
below  1955  levels.  Prices  paid  averaged  29.5  cents  per 
can,  compared  with  32.1  cents  a year  earlier  and  27.1 
cents  5 years  earlier. 

Changes  in  purchase  rates  from  1959  were  quite  mixed. 
Strong  gains  were  observed  in  the  Pacific  Coast  and 
Northeastern  States  in  contrast  to  a decline  in  the 
North  Central  region.  Purchases  of  low  inccme  families 
and  of  those  having  children  in  the  6-12  year  age  group 
also  increased  to  well  above  the  national  average.  Con- 
sumption among  families  having  higher  incomes  or  chil- 
dren of  other  ages  held  even  or  declined. 

Except  for  an  increase  in  consumption  among  families 
having  children  of  grammar  school  age,  purchase  rates 
were  down  12  to  5^  percent  from  1955.  The  more  moder- 
ate declines  were  found  among  low  income,  small,  older, 
and  retired  families. 

In  common  with  many  other  products,  the  best  buyers  of 
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02. 

18.6 


25.6 

11.6 


26.4 

22.9 


pineapple  juice  in  April-September  i960  were  the 
small,  childless,  well-educated,  older,  and  retired 
families.  Families  having  children  in  the  6-12  year 
age  group  were  also  heavy  purchasers.  (See  page  29.) 


PINEAPPLE-GRAPEFRUIT  DRINK  GAINS 


PER  CAPITA  PURCHASES 

Apr  i/-Sepf  ember 


AGE  OF 

HOUSEWIFE  OZ 


In  contrast  to  the  long  term  declines  reported  for 
pineapple  juice  and  grapefruit  juice,  movement  of 
pineapple-grapefruit  drink  is  on  the  uptiirn.  Purchases 
at  18  ounces  per  person  were  up  ^ percent  from  April- 
Septemher  1959#  the  first  year  that  characteristics 
data  were  obtained.  And,  monthly  purchases  show  a 
strong  rise  since  1956-57  when  those  data  were  first  re- 
ported. ^ Retail  prices  for  the  drink  were  down  fran 
30.5  cents  a year  earlier  to  28.2  cents  per  46-ounce 
can.  Of  the  individually  reported  canned  juices  and 
drinks,  only  tomato  juice  was  bought  in  greater  quantity 
or  at  a lower  price. 

The  increase  in  consumption  of  pineapple -grapefruit 
drink  was  associated  with  a larger  purchase  per  buying 
family;  the  proportion  of  families  buying  dropped  from 
26  to  25  percent.  Moderate  to  heavy  per  capita  gains 
were  found  in  most  classifications  — the  exceptions 
included  declines  among  upper  and  upper  middle  income, 
laxge  and  middle-aged  families,  and  those  having  chilr» 
dren  of  high  school  or  mixed  ages.  Substantial  in- 
creases in  consumption  were  observed  among  families 
having  less  than  average  incomes,  or  a family  head  em- 
ployed in  a clerical-sales-service  position,  or  was  re- 
tired. 


The  best  markets  for  the  drink  were  found  in  the  Pacific 
Coast  States,  the  Northeast,  and  the  largest  cities. 
Small,  well-educated,  older  and  retired  families  and 
those  without  children  in  the  home  were  the  heavy  con- 
sumers. Conversely,  the  li^test  buyers  were  the 
Southern  families,  and  those  having  teenagers  or  chil- 
dren of  different  age  groups  in  the  heme.  (See  page  30.) 


^ See  " Consumer  Purchases  of  Citrus  and  Other  Juices"  by  months. 
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PRUNE  JUICE  STEADY 


PER  CAPITA  PURCHASES 
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Purchases  of  prune  juice  averaged  9 ounces  per  person 
nationally  in  April-September  19^0,  about  the  same  as 
a year  or  5 years  earlier.  The  proportion  of  families 
buying  dropped  from  17  percent  in  April-September  1955 
to  l6  percent  in  1959^  and  a further  drop  to  15  percent 
occurred  in  i960.  These  losses,  however,  were  offset 
by  an  increase  in  the  size  of  piirchase  per  buying  family. 

Retail  prices  of  prune  juice  averaged  ^3»9  cents  per 
quart,  only  a little  more  than  in  the  preceding  spring 
and  simmer  months,  but  11.3  cents  more  than  5 years 
earlier.  The  total  ^ount  spent  by  consumers  for  prune 
juice  was  36  percent  greater  than  in  1955>  and  the 
average  buying  family  expenditure  of  $2.68  was  44  per- 
cent greater. 


Shifts  occurred  between  heavy  and  li^t  buyers  after 
1955.  Purchases  declined  moderately  in  the  heavy -buying 
Northeast,  but  in  the  light-buying  Pacific  Coast  States, 
consumption  rose  substantially  to  approach  the  national 
average.  In  the  North  Central  States,  be low-average  pur- 
chase rates  dropped  to  even  lower  levels.  Purchases 
also  declined  in  the  heavy-buying  larger  cities,  in 
contrast  to  sharp  relative  increases  in  rural  areas 
and  small  towns. 

Consumption  of  prune  juice  among  families  having  above 
average  incomes  dropped  a fifth,  falling  from  above  to 
below  average.  Conversely,  low  income  families  increased 
their  consumption  to  above  average.  These  changes  were 
reflected  in  sharply  reduced  consumption  by  white  col- 
lar families,  in  contrast  to  a 54-percent  increase  in 
use  by  the  retired. 

As  indicated  by  the  chart  in  the  margin,  purchases  of 
older  families  increased  a third,  against  declines  of 
about  a half  among  younger  families.  Purchases  of  the 
poorly  educated  also  rose  from  well  below  to  above  aver- 
age, but  at  the  same  time,  consumption  d^lined  among 
the  well-educated. 


With  these  shifts,  the  best  markets  for  prune  juice,  as 
for  grapefruit  items,  became  more  closely  centered 
around  the  less  educated,  older  and  retired  families. 
(See  page  31.) 
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TOMA.TO  JUICE  DOWN 
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35.44 


27.6 

16.0 


Tcanato  juice  purchases  at  2k  ounces  per  person  in  April- 
Septemher  i960  were  down  substantially  from  both  1959 
and  1955.  The  drop  was  associated  with  a decrease  in 
the  proportion  of  families  buying  from  43  percent  in 
1955  to  39  percent  in  i960,  together  with  the  decrease 
in  the  average  size  of  purchase. 

Retail  prices  averaged  27.7  cents  per  46-ounce  can,  up 
a little  more  thaji  1 cent  from  both  1955  and  1959.  De- 
spite the  price  rise,  tomato  juice  was  the  least  expen- 
sive product  reported  in  April-September  i960. 


^1955 


1960 


35.4 
34  7 


Moderate  to  heavy  purchase  declines  from  earlier  years 
were  observed  in  almost  all  geographic  and  characteris- 
tic classifications.  Exceptions  included  a gain  from 
belovT  to  well  above  average  among  families  having  chil- 
dren of  grammar  gchooLage,  Purchases  by  the  heavy  users  cf 
the  product  — the  small,  well-educated,  older  and  re- 
tired families  — held  fairly  close  to  1955  levels,  but 
declines  as  hi^  as  40  percent  were  recorded  for  middle- 
aged  families,  and  for  those  having  children  of  hi^ 
school  age.  (See  page  32.) 


MISCSIIANEOUS  CANNED  JUICES  DOWN  MODERATELY 


PER  CAPITA  PURCHASES 

Apr;/-Sepfember 

AGE  OF 
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Per  capita  purchases  of  canned  juices  other  than  orange, 
grapefruit,  pineapple,  prune,  and  tomato  at  23  ounces 
per  person  were  down  moderately  from  a year  and  5 years 
earlier.  Purchases  averaged  3.6  cans  (46- ounce)  among 
the  46  percent  of  families  buying.  Comparable  data  on 
the  proportion  of  families  buying  and  size  of  purchase 
are  not  available  for  earlier  years. 

Per  capita  purchase  rates  among  persons  in  the  upper 
income  quartile  were  substantially  greater  than  those 
of  persons  in  the  3 lower  income  groups.  Families  of 
those  employed  in  executive -professional  and  clerical- 
sales-service  occupations  were  among  the  heaviest  users, 
as  were  well-educated,  retired,  small  and  childless 
families.  On  the  other  hand,  purchases  of  young,  and 
middle-income  families  were  well  below  average.  Fami- 
lies having  children  of  grammar  school  age  bought  at 
average  rates,  but  those  having  children  of  other  ages 
were  among  the  fittest  users.  (See  page  33,) 
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DOWNTREM)  IN  0X)TAL  MOVEMENT  OF  CANNED  SINGLE-STRENGTH  JUICES  CONTINUES 
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Purchases  of  ganned  single -strength  juices  in  total 
averaged  only  9^  ounces  per  person  in  April-Septemher 
i960,  compared  with  100  a year  earlier  and  126  ounces 
5 years  earlier.  In  comparison,  purchases  of  frozen 
orange  concentrate  averaged  102  ounces  per  person  in 
April-Septemher  on  a ready-to-drink  basis,  as  against 
82  a year  earlier  and  104  ounces  5 years  eeirlier. 

Ihe  proportion  of  families  buying  canned  juices  held 
close  to  80  percent  from  1955  to  1959^  "hut  declined  to 
about  78  percent  in  i960.  The  purchase  per  buying  fami- 
ly was  off  sharply,  however,  dropping  from  11.4  cans 
(46-ounce)  in  1955  to  8.8  in  1959^  and  to  8.5  in  i960. 

Families  having  lower  incomes,  children  of  grammar 
school  age,  a breadwinner  employed  in  a clerical-sales- 
seivice  position  and  those  living  in  farm  communities 
purchased  more  canned  juices  in  April-September  i960 
than  a year  earlier.  Moderate  to  heavy  declines  from 
1959^  however,  were  reported  for  all  other  classifica- 
tions. 


Only  families  having  children  in  the  6-12  year  age 
bracket  purchased  canned  juices  at  hi^er  rates  than  in 
1955*  Purchases  among  other  classifications  were  down 
substantially,  with  declines  running  as  high  as  47  per- 
cent among  middle-aged  families. 

Small,  childless,  older,  and  retired  families  provided 
the  best  market  for  canned  juices.  In  contrast  to  the 
purchase  pattern  for  frozen  orange  concentrate,  fami- 
lies having  less  than  average  incomes  were  better  buy« 
ers  of  canned  juices  than  were  the  more  well-to-do. 
Similarly,  retired  families  were  among  the  very  heavy 
buyers  of  canned  juices,  but  were  only  average  users 
of  frozen  orange  concentrate.  (See  page  34.) 


MISCELLANEOUS  CANNED  FRUIT  DRINKS  REPORTED  FOR  FIRST  TIME 


PER  CAPITA  PURCHASES 


Apri/-Sepf  ember 


AGE  OF 

HOUSEWIFE  OZ. 

Under 


About  26  ounces  of  canned  fruit  drinks  other  than 
orange  and  pineapple -grape fruit  were  bou^t  on  a per 
capita  basis  in  April-September  i960,  the  first  time 
these  data  were  reported.  Pi.irchases  averaged  5.4  cans 
(46-ounce)  among  the  34  percent  of  families  buying. 


Consumption  was  heaviest  in  the  Northeast,  where  per 
25.0  person  purchases  aveia,ged  47  ounces,  2 or  3 times  the 
rate  in  other  regions.  Buying  was  also  substantially 
45*  greater  in  cities  of  500^000  or  more  than  in  smaller 

places. 


over 


1960 
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Tlie  "best  buyers  of  these  products  included  hi^-inecme, 
well-educated,  small,  and  childless  families,  and  those 
having  children  of  ages  6-12.  At  the  other  extreme, 
purchases  by  families  in  the  3 lower  income  quartiles 
were  below  average,  and  those  of  farmers  and  large  fami- 
lies were  substantially  below  average. 

In  contrast  to  the  pattern  for  most  products,  per  per- 
son consumption  of  miscellaneous  canned  fruit  drinks 
in  families  having  a young  or  middle-aged  housewife 
was  about  as  great  as  in  older  families.  (See  page  35* ) 


MOVEMENT  OF  CANNED  FRUIT  DRINKS  ABOUT  HALF  OEAT  OF  FROZEN  ORANGE  CONCENTRATE 


PER  CAPITA  PURCHASES 


ApriLSep/emfaer 


AGE  OF 

HOUSEWIFE  02 

Under 


Purchases  of  canned  fruit  drinks  totaled  aboiJj  53 
ounces  per  person  in  April-September  i960.  In  compari- 
son, an  equivalent  of  209  ounces  of  canned  single- 
stren^h  and  frozen  concentrated  juices  were  purchased. 
Ihe  size  of  purchase  averaged  J,6  cans  (46-ounce)  with 
50  percent  of  families  buying.  Data  are  not  available 
for  earlier  periods. 

Purchase  rates  were  well  above  average  in  the  Northeast, 
and  were  moderately  above  average  in  the  North  Central 
and  Pacific  Coast  States.  Conversely,  consumption  was 
substantially  below  average  in  the  Southern  and 
Mountain-Southwestern  States,  in  rural  areas  and  small 
towns. 


Ihe  heavy  buyers  of  these  products  were  families  hav- 
ing such  characteristics  as  hi^  income,  1 to  3 members^ 
either  no  children  or  children  of  grammar  school  age 
in  the  home,  a family  head  who  had  some  college  educa- 
tion and  an  older  or  employed  housewife.  Retired  fami- 
lies were  also  heavy  consumers.  On  the  other  hand, 
farmers,  large  families,  and  those  having  children  of 
hi^  school  age  or  children  of  several  age  groups  were 
poor  buyers  of  canned  fruit  drinks.  (See  page  36. ) 


MISCELLANEOUS  FROZEN  CONCENTRATED  JUICES  DOWN 

Purchases  of  frozen  concentrated  juices  other  than 
orange  averaged  12  ounces  (ready-to-drink)  per  person 
in  April-September  i960,  compared  with  l4  ounces  a year 
and  5 years  earlier.  Data  on  the  proportion  of  fami- 
lies buying  and  on  size  of  purchase  are  not  available. 

Purchases  by  geographic  regions  were  off  sharply  from 
1959  in  the  heavy-buying  Northeast  and  large  cities 
and  were  down  moderately  in  the  lifter  buying  North 
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Central  and  Pacific  Coast  States.  On  the  other  hand, 
consumption  increased  in  the  Mountain-Southwestern 
States  and  in  the  li^t-huying  South, 

Well-educated  families,  the  best  buyers  of  miscellaneous 
frozen  concentrated  juices,  maintained  about  the  same 
purchase  rate  as  a year  earlier;  families  having  chil- 
dren in  the  two  younger  age  groups  increased  their  con- 
sumption from  below  to  well  above  average.  But  all 
other  types  of  families  reduced  their  purchases.  De- 
clines were  greatest  among  heavy  buyers  — high  income, 
childless,  smaller  families,  and  those  having  a house- 
wife employed  outside  the  home. 

At  variance  with  patterns  for  most  products,  per  capita 
purchases  of  miscellajieous  ftozen  concentrates  by  young 
and  middle-aged  families  and  by  those  having  children 
of  high  school  age  were  almost  as  high  as  the  national 
average.  (See  page  37 •) 
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Table  1. — Summary — Per  capita  p\irchases  Df  selected  jixices  (single -strength  eq\xl valent) 

and  -fcitrus  fruit 

April  - September  1955 ^ 1959 > and.  i960 


Per 

Percent 

Purchases 

capita 

of 

per 

Commodity 

purchases 

families  buying 

btiying  family 

i960  : 1959  : 1955 

i960  : 1959  : 1955 

i960  : 1959  : 1955 

Total  frozen  concentrated 
juices  

Total  canned  juices  

Total  canned  f3ruit  drinks 


Frozen  concentrated  orange 

juice  

Chilled  orange  juice  

Canned  orange  juice  

Canned  orange  drink  


Canned  grapefruit  sections 
Canned  grapefruit  juice  . . 
Pineapple-grapefruit  drink 


Pineapple  juice  ....  

Prune  juice  

Tomato  juice  

Miscellaneous  canned 

juices  

Miscellaneous  canned  fruit 

drinks  

Miscellaneous  frozen  con- 
centrates   


Fresh  oranges  . . 
Fresh  grapefruit 


Ounces 

Ounces 

Ounces 

114.7 

96.1 

117.9 

94.1 

100.0 

126.3 

53.1 





102.3 

82.0 

104.4 

9.9 

8.6 

1/  8.8 

12.4 

10.3 

21.0 

9.0 

8.3 

7.9 

5.5 

4.7 

1/  5.0 

8.7 

12.2 

” 18.6 

18.1 

16.6 

— 

16.9 

15.8 

24.8 

9.0 

8.6 

9.4 

24.3 

29.6 

28.4 

22.8 

23.5 

24.1 

26.0 

— 

— 

12.4 

l4.l 

13.5 

Number 

N\jmber 

Number 

9.4 

11.8 

16.8 

1.8 

2.3 

2.6 

Percent 

Percent 

Percent 

— 

51.5 

53.5 

77.8 

80.8 

80.5 

49.7 





51.6 

48.4 

51.3 

10.8 

9.3 

1/  7.0 

21.2 

20.2 

30.9 

14.2 

13.2 

12.1 

13.3 

14.1 

1/16.3 

15.7 

20.0 

24.0 

25.4 

26.6 

— 

28.1 

29.3 

37.4 

15.0 

16.5 

17.3 

39.0 

42.1 

43.1 

45.5 

— 

— 

34.0 

--- 

--- 

_ _ ^ 

52.3 

55.4 

62.2 

32.5 

36.1 

38.6 

Ounces 

Ounces 

Ounces 

— 

6l4 

676 

393 

406 

523 

350 

— 

— 

645 

558 

676 

298 

307 

1/415 

190 

168 

225 

207 

207 

216 

134 

110 

1/101 

181 

203 

259 

233 

207 



194 

177 

220 

194 

173 

181 

203 

233 

220 

l64 

... 

... 

251 

— 

— 

Number 

Number 

Number 

59 

70 

90 

18 

21 

23 

ly  1957  data  used  as  1955  data  are  not  available. 
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Table  2.— FROZEN  CONCENTRATED  ORANGE  JUICE 

Percen-  ige  of  families  buying,  purchases  i>er  buying  family  and  per  1,000  persons,  and  average  prices  paid, 

April-September  1959  and.  196O 


Place  of  residence 
or  family 


Proportion 
of  families 
bxjylng 


Purchase  per 
buying  family 


Number 


Quantity 


Purchases 
per  1,000 
persons 


Paid  per 
6-oz. 
can 


characteristic 


liilted  States 

Geographic  region: 

Northeast 

North  Central 

South 

Mountain-Southwest 

Pacific 

Size  of  community: 

Farm 

Cities:  Uader  10,000... 

10.000- 99,999 

100.000- 499,999 

500,000  and  over 

Family  income : 

Upper 

Upper  middle 

Lover  middle 

Lower 

Size  of  family: 

1 and  2 members 

3 members 

4 and  5 members 

6 and  over 

Presence  of  children: 

No  children 

Under  6 years  only 

6-12  years  only 

I3-I7  years  only 

Multiple -8ige  groups 

OcciQ)ation  of  family  head: 
Executive,  professional. 
Clerical,  sales,  service 

Craftsman,  laborer 

Farmer 

Uhclasslfled 

Education  of  family  head: 

Grammar  school 

Some  hi£^  school 

Some  college 

Age  of  housewife : 

Under  35  years 

35-44  years 

45  years  and  over 

Woric  status  of  housewife : 

Employed 

Unemployed 


i960 

1959 

i960 

: 1959 

; i960 

; 1959 

i960 

1959 

: Change 
:from  1959 

; i960 

; 1959 

6-oz. 

6-oz. 

Pet. 

Pcb. 

No. 

No.. 

cans 

cans 

Gals. 

Gals 

. Pet. 

Cents 

Cents 

51.6 

48.4 

7.3 

7.2 

26.9 

23.3 

200 

160 

+25 

18.0 

21.4 

61.9 

59.5 

8.7 

8.9 

,31.8 

29.0 

286 

249 

+15 

17.7 

21.4 

52.6 

48.3 

6.7 

6^6 

26.2 

22.4 

204 

158 

+29 

17.9 

21.3 

36.3 

35.^ 

6.7 

6.2 

25.2 

19.2 

116 

85 

+36 

17.3 

21.2 

^9.3 

43.1 

6.5 

5.8 

21.3 

16.4 

156 

103 

+51 

19.2 

22.4 

54.2 

49.5 

5.6 

5.7 

22.0 

19.4 

194 

155 

+25 

18.7 

21.4 

27.6 

24.5 

6.0 

5.7 

21.8 

18.1 

73 

54 

+35 

18.4 

21.7 

44.7 

39.5 

6.4 

6.4 

23.0 

20.1 

149 

113 

+32 

18.3 

21.7 

52.4 

48.9 

6.6 

6.2 

25.2 

20.5 

206 

150 

+37 

18.2 

21.7 

53.9 

52.3 

7.4 

6.9 

27.3 

2^.0 

216 

169 

+28 

18.0 

21.5 

62.8 

59.8 

8.0 

8.2 

29.9 

27.1 

276 

236 

+17 

17.8 

21.2 

63.7 

62.4 

8.1 

8.0 

32.9 

28.2 

272 

231 

+18 

18.2 

21.4 

57.1 

53.3 

7.6 

7.0 

28.4 

23.0 

204 

158 

+29 

17.9 

21.4 

48.0 

44.8 

7.1 

7.2 

25.2 

22.0 

170 

137 

+24 

17.9 

21.3 

4o.4 

35.0 

6.0 

6.2 

19.2 

17.3 

143 

106 

+35 

18.2 

21.8 

46.6 

46.7 

6.7 

6.7 

21.1 

18.3 

257 

222 

+16 

18.3 

21.8 

53.6 

49.6 

7.1 

7.1 

24.7 

22.0 

211 

170 

+24 

18.4 

21.5 

61.2 

54.2 

8.3 

8.1 

32.6 

28.6 

221 

166 

+33 

17.9 

21.2 

44.5 

39.2 

8.0 

8.3 

37.1 

32.2 

106 

84 

+26 

17.4 

21.3 

47.7 

46.6 

7-0 

6.8 

22.8 

19.4 

250 

204 

+23 

18.3 

21.8 

58.7 

55.5 

6.8 

6.1 

23.9 

20.3 

196 

l44 

+36 

17.9 

21.2 

62.7 

49.1 

7.2 

7.5 

29.7 

25.2 

253 

151 

+68 

17.8 

21.3 

53.6 

49.5 

8.1 

8.7 

30.7 

29.9 

196 

191 

+ 3 

18.4 

21.6 

52.3 

48.5 

8.4 

8.2 

34.8 

30.3 

145 

121 

+20 

17.8 

21.1 

69.1 

70.0 

7.9 

8.1 

30.9 

27.5 

294 

273 

+8 

18.1 

21.5 

59.2 

56.2 

7.8 

7.8 

28.6 

25.6 

268 

226 

+19 

18.1 

21.5 

48.9 

42.0 

7.0 

7-0 

26.0 

22.6 

166 

122 

+ 36 

17.9 

21.2 

28.0 

24.7 

6.3 

5.3 

22.8 

17.3 

73 

51 

+43 

18.9 

21.9 

44.7 

45.5 

6.9 

5.9 

22.2 

16.9 

212 

156 

+ 36 

18.1 

21.7 

37.3 

34.9 

6.6 

6.4 

23.5 

20.1 

124 

98 

+ 27 

18.0 

21.7 

5^^.7 

51.6 

7.5 

7.6 

27.5 

24.3 

213 

176 

+ 21 

18.1 

21.4 

70.6 

66.1 

7.5 

7.2 

29.0 

24.5 

316 

243 

+ 30 

17.9 

21.4 

54.1 

51.3 

6.4 

6.0 

25.0 

20.3 

168 

124 

+ 35 

17.8 

21.1 

56.3 

50.1 

7.8 

8.4 

30.7 

29.2 

176 

156 

+ 13 

17.9 

21.4 

48.8 

46.4 

7.5 

7.3 

26.2 

22.2 

236 

186 

+ 27 

18.2 

21.6 

54.5 

49.1 

6.7 

6.8 

25.0 

21.5 

229 

177 

+ 29 

18.1 

21.5 

50.6 

48.1 

7.5 

7.3 

27.7 

23.9 

191 

155 

+ 23 

18.0 

21.4 

21 


Table  3.— CHILLED  ORANGE  JUICE 

Percentage  of  families  buying,  purchases  per  buying  family  and  per  1,000  persons,  and  average  prices  paid, 

April -September  1959  aod  i960 


Place  of  residence 
or  family 
characteristic 

Proportion 
of  families 
bxjylng 

Purchase  per 
buying  family 

Purchases 
per  1,000 
persons 

Paid  per 
32-oz. 
carton 

Number 

[ Quantity 

i960 

; 1959 

i960 

: 1959 

; i960 

: 1959 

i960 

: 1959 

: Change 
:from  1959 

i960 

1959 

Pet. 

Pet. 

No. 

No. 

Qts. 

Qts. 

Gals. 

G3.Xs  • 

Pet. 

Cents 

Cents 

10.8 

9.3 

7.6 

8.3 

9.6 

78 

67 

+16 

O'T  Q 

Geographic  region: 

y • j 

31 

Northeast 

19.2 

16.2 

9.5 

11.1 

11.5 

12.8 

172 

160 

+8 

36.7 

42.4 

North  Central 

8.3 

6.1 

6.6 

6.5 

8.8 

7.6 

57 

36 

+58 

38.0 

41.7 

South 

8.5 

7.1 

4.9 

5.7 

6.0 

6.9 

35 

32 

+9 

36.3 

39.0 

Mountain-Southwest 

3.4 

4.2 

2.5 

3.9 

3.0 

4.5 

8 

14 

-43 

37.8 

38.3 

Pacific 

7.9 

9.0 

6.2 

4.5 

6.8 

4.8 

47 

37 

427 

45.9 

46.6 

Size  of  community: 

Farm 

4.4 

2.3 

4.8 

4.1 

6.0 

4.5 

17 

6 

+183 

38.1 

38.4 

Cities : Uhder  10, 000 . . . 

5.5 

4.3 

5.0 

6.0 

6.3 

7.3 

27 

24 

+12 

37.9 

42.5 

10,000-99,999 

8.4 

9.2 

7.9 

7.3 

9.1 

8.4 

64 

61 

+5 

39-2 

42.9 

100,000-499,999 

10.3 

7.1 

6.3 

6.1 

8.1 

6.8 

66 

38 

+74 

35.8 

40.0 

500,000  and  over 

17.9 

16.2 

8.8 

9.7 

10.7 

11.2 

150 

142 

46 

38.1 

42.3 

Family  Income : 

Upper 

14.1 

13.5 

7.4 

7.4 

9.2 

8.8 

90 

84 

+7 

37.3 

41.8 

Upper  middle 

10.9 

9.6 

8.1 

9.9 

9.8 

10.9 

72 

72 

0 

37.7 

41.8 

Lower  middle 

10.5 

7-5 

8.9 

9.8 

10.3 

11.1 

82 

61 

+34 

39.7 

42.9 

Lower 

8.5 

6.9 

6.0 

6.5 

7-9 

7.8 

66 

50 

+32 

35.7 

4l.4 

Size  of  family: 

1 and  2 members 

9.8 

9.4 

7.4 

6.7 

8.4 

7-5 

115 

98 

4-17 

38.3 

42.5 

3 members 

14.8 

9.1 

7.8 

8.5 

9.1 

9.4 

115 

72 

+60 

38.9 

42.9 

k and  5 members 

11.6 

9.9 

8.5 

10.5 

11.3 

12.8 

77 

72 

4-7 

37.0 

42.0 

6 and  over ; . . . . 

5.4 

7.6 

5.5 

8.8 

6.9 

10.2 

13 

27 

-52 

35.9 

39.4 

Presence  of  children : 

No  children 

10.7 

9.4 

7.7 

6.9 

9.2 

7.8 

121 

89 

+36 

38.0 

42.5 

Uhder  6 years  only 

13.3 

11.2 

6.3 

7.7 

7.8 

8.6 

77 

66 

+17 

39.7 

42.5 

6-12  years  only 

15.2 

7.3 

8.8 

10.6 

11-3 

13.0 

124 

62 

+100 

37.3 

40.5 

13-I7  years  only 

10.8 

11.2 

7.3 

8.9 

8.1 

9.8 

56 

75 

-25 

37.6 

42.3 

Multiple -age  groups 

8.0 

8.0 

8.0 

11.6 

10.2 

13.8 

35 

48 

-27 

36.9 

41.6 

Occxxpation  of  family  head: 

Executive,  professional. 

14.7 

13.0 

7.7 

7.4 

9.7 

8.6 

104 

84 

+24 

38.2 

42.1 

Clerical,  sales,  service 

11.5 

11.9 

10.7 

11.5 

12.3 

13.4 

120 

132 

-9 

39.6 

42.8 

Craftsman,  laborer 

11.0 

8.9 

8.1 

8.9 

10.1 

10.2 

77 

63 

+22 

36.8 

41.7 

Farmer 

3.6 

2.1 

4.8 

3.6 

5.1 

3.9 

11 

5 

+120 

38.5 

46.8 

Unclassified 

9.1 

7.4 

4.3 

5.3 

5.0 

6.1 

52 

49 

+6 

38.1 

40.7 

Education  of  family  head: 

Grammar  school 

8.1 

6.8 

7.4 

6.4 

9.3 

7.4 

57 

38 

450 

36.0 

4l.6 

Some  high  school 

11.7 

10.2 

7.7 

9.1 

9.3 

10.4 

82 

79 

44 

38.5 

42.3 

Some  college 

l4.0 

11.9 

7.7 

8.9 

9.4 

10.4 

109 

98 

+11 

38.4 

41.8 

Age  of  housewife : 

Uhder  35  years 

12.2 

9.6 

6.0 

7.1 

7.4 

8.2 

60 

51 

+18 

38.3 

40.8 

35-44  years 

8.2 

8.8 

7.4 

10.7 

9.2 

12.4 

4l 

62 

-34 

36.1 

42.9 

45  years  and  over 

11.3 

9.3 

8.4 

7.9 

10.2 

9.2 

ll4 

82 

439 

38.2 

42.0 

Work  status  of  housewife : 

Employed 

11.2 

11.2 

6.4 

6.9 

7.4 

8.1 

75 

80 

-6 

38.0 

42.2 

Unemployed 

10.7 

8.6 

8.1 

8.9 

10.0 

10.3 

78 

64 

-122 

37.8 

42.0 

22 


Table  4. --CANNED  SINGLE -STRENGTH  ORANGE  JUICE 

Percentage  of  families  bxaying,  purchases  per  buying  family  and  per  1,000  persons,  and  average  prices  paid, 

April-September  1959  and  i960 


Place  of  residence 

1 Proportion 
[ of  families 

Purchase  per 
buying  family 

Purchases 
I>er  1,000 

Paid  per 
46-OZ. 

or  family 
characteristic 

1 bviylng 

Number  | Quantity 

persons 

can 

; i960  ; 1959 

i960  ; 1959  ; i960  ; 1959 

I960  ; 1959 

i960  ; 1959 

Pet. 


lliited  States 21.2 

Geographic  region : | 

Northeast | 17  • 9 

North  Central | 20.8 

South. [ 28.9 

Mountain-Southwest ; 21.3 

Pacific I 16.3 

Size  of  conmunity:  : 

Farm : 27.9 

Cities:  Under  10,000...;  26.3 

10.000- 99,999 : 21.5 

100.000- 499,999 : 19.*<- 

500,000  and  over : 16.6 

Family  Income : . 

Upper ; 17.3 

IJ^jper  middle 19.I 

Lower  middle 21.8 

Lower '1 25.6 

Size  of  family:  • 

1 and  2 members • 18.7 

3 members * 23.6 

4 and  5 members ' 21.7 

6 and  over '•  25.4 

Presence  of  children : : 

No  children : 19*7 

Under  6 years  only : 31  *6 

6-12  years  only : 19.O 

13-I7  years  only : 21.4 

Multiple-age  groups : 20.8 

Occupation  of  family  head : ] 
Executive,  professional.,'  17.8 
Clerical,  sales,  service:  18.O 

Craftsman,  laborer : 22.6 

Farmer 20.9 

Uhclasslfied : 23.6 

Education  of  family  head:  ; 

(jrammar  school : 25. 0 

Some  high  school : 19*5 

Some  college : l8.2 

Age  of  housewife : . 

Itoder  35  years 27.2 

35-44  years 16.3 

45  years  and  over 20.5 

Worit  status  of  housewife : . 

Employed 19.3 

Unemployed 21.9 


46-oz.  46-oz. 


Pet. 

No. 

No. 

cans 

cans 

20.2 

3A 

3.3 

4.1 

3.7 

18.6 

3*1 

3.2 

3.9 

3.9 

18.5 

2.8 

2.9 

3.5 

2.9 

27.0 

^.3 

4.1 

5.7 

4.6 

19.2 

3.2 

3.7 

3.4 

3.7 

16.7 

2.5 

2.4 

2.7 

2.4 

22.5 

3.8 

3.6 

5.0 

3.6 

25.3 

3.5 

3.6 

^.7 

4.2 

20.0 

3.6 

2.8 

3.6 

2.9 

18.1 

3.2 

3.2 

3.9 

3.6 

17. 

3.0 

3.2 

3.7 

3.6 

18.2 

3.3 

3.1 

4.4 

3.4 

20.5 

3.2 

3.6 

^.3 

4.0 

19.2 

3.6 

2.9 

4.0 

3.0 

22.4 

3.3 

3.6 

3.9 

4.0 

19.1 

3.0 

3.0 

3.)+ 

2.9 

19.8 

3.6 

3.3 

3.9 

3.4 

21.2 

3.7 

3.7 

5.1 

4.0 

22.3 

3.5 

3.8 

5.0 

5.6 

19.1 

3.2 

3.2 

3.9 

3.3 

29.2 

3.7 

3.7 

3.1 

2.9 

17.6 

3.1+ 

3.5 

6.2 

5.4 

22.8 

3.8 

3.2 

5.1 

3.7 

18.6 

3.3 

3.6 

4.3 

4.5 

15.5 

2.8 

3.8 

3.4 

3.6 

17.8 

3.6 

2.8 

3.8 

2.9 

21.6 

3.2 

3.2 

4.2 

3.9 

21.1 

3.4 

3.2 

4.3 

3.5 

23.2 

3.9 

3.5 

4.7 

3.8 

21.9 

3.7 

3.8 

5.1 

4.8 

20.2 

3.0 

3.0 

3.6 

3.0 

17.0 

3.2 

3.1 

3.4 

2.6 

24.4 

3.2 

3.2 

2.9 

2.7 

16.8 

3.3 

3.5 

5.2 

4.8 

19.6 

3.5 

3.3 

4.5 

3.8 

20.3 

3.2 

3.0 

4.3 

3.7 

20.1 

3.^ 

3.5 

4.1 

3.7 

Cases 

Cases 

Pet. 

Cents 

Cents 

29 

24 

+ 21 

37.5 

44.8 

24 

24 

0 

35.8 

42.0 

24 

18 

+ 33 

37.5 

45.9 

48 

35 

+ 37 

37.3 

44.7 

25 

24 

+ 4 

39.3 

45.4 

16 

15 

+ 7 

40.4 

49.2 

38 

22 

+73 

37.4 

46.4 

4i 

35 

+17 

38.0 

45.3 

27 

20 

^35 

38.8 

46.3 

25 

22 

+l4 

36.2 

42.9 

20 

21 

-5 

37.2 

43.6 

23 

18 

+28 

38.0 

46.4 

24 

24 

0 

37.5 

46.1 

28 

18 

+56 

37.3 

45.8 

43 

36 

+19 

37.3 

41.9 

38 

33 

+15 

37.8 

45.6 

33 

24 

+38 

38.2 

44.1 

27 

21 

+29 

37.5 

46.5 

18 

19 

-5 

36.3 

4l.i 

4o 

32 

+25 

37.6 

45.7 

32 

25 

+28 

38.0 

46.1 

36 

27 

+33 

38.8 

47.5 

29 

24 

+21 

37.5 

44.6 

16 

16 

0 

36.5 

41.9 

19 

18 

+6 

37.6 

47.7 

25 

18 

+39 

37.3 

45.7 

28 

24 

+17 

37.4 

43.6 

23 

20 

+15 

37.6 

45.7 

54 

40 

+35 

37.7 

45.1 

4l 

33 

+24 

37.8 

43.7 

22 

20 

+10 

37.0 

45.7 

22 

15 

+47 

37.9 

47.0 

23 

18 

+28 

37.8 

45.4 

20 

19 

+5 

36.6 

43.7 

39 

30 

+30 

37.8 

45.2 

32 

28 

+l4 

38.2 

44.2 

28 

23 

+22 

37.7 

45.1 

Equivalent  cases  24  No.  2 C£uis...432  ounces  per  CEise 


Table  5.— GAMED  SIHGLE-STRENGTH  ORANGE  DRINK 

Percentage  of  families  buying,  purchases  per  buying  family  and  per  1,000  persons,  and  average  prices  paid, 

April -September  1959  aod  i960 


Place  of  residence 
or  family 
characteristic 


Uiited  States 

Geographic  region: 

Northeast 

North  Central 

South 

Mountain-Southwest 

Pacific 

Size  of  conmunity: 

Farm 

Cities : Itoder  10, 000 . . . 

10.000- 99,999 

100.000- 499,999 

500,000  and  over 

Family  Income : 

Upper 

Upper  middle 

Lower  middle 

Lower 

Size  of  family: 

1 and  2 members 

3 members 

4 and  5 members 

6 and  over 

Presence  of  children : 

No  children 

Uhder  6 years  only 

6-12  years  only 

13-I7  years  only 

Multiple-age  groups 

Occiipation  of  family  head: 
Executive,  professional. 
Clerical,  sales,  service 

Craftsman,  laborer 

Farmer 

IMclassified 

Education  of  family  head: 

Grammar  school  

Some  hi£^  school 

Some  college 

Age  of  hoxisewife : 

Uhder  35  years 

35-44  years 

45  years  and  over 

Woris  status  of  housewife : 

Employed 

UbeII^>loyed 


Proportion 
of  families 
buying 

Purchase  per 
buying  family 

Number  [ Quantity 

Purchases 
I>er  1,000 
persons 

Paid  per 
46-OZ. 
can 

i960 

; 1959 

i960  ; 

1959 

; i960 

; 1959 

i960 

: iQcq  : Change 
: :from  1959 

i960 

1959 

46-oz . 

46-oz. 

Pet. 

Pet. 

No. 

No. 

cans 

cans 

Cases 

Cases 

Pet. 

Cents 

Cents 

14.2 

13.2 

2.5 

2.8 

4.5 

4.5 

21 

19 

+11 

29.5 

29.7 

10.2 

9.3 

2.2 

2.1 

3.4 

3.3 

12 

10 

420 

31.1 

31.2 

19.1 

17.0 

2.8 

2.9 

5.3 

5.1 

34 

29 

+17 

29.3 

29.2 

12.1 

13.1 

3.0 

3.2 

4.8 

4.8 

17 

18 

-6 

30.3 

29.8 

15.8 

12.0 

1.8 

2.7 

3.0 

4.0 

16 

16 

0 

29.5 

30.8 

14.3 

14.1 

2.2 

2.5 

4.8 

4.6 

25 

24 

+4 

28.1 

29.1 

15.7 

15.0 

3.1 

3.0 

5.0 

4.8 

22 

20 

+10 

30.2 

30.0 

17.7 

15.3 

2.7 

2.9 

4.6 

4.4 

27 

22 

+23 

29.6 

30.6 

14.2 

15.0 

2.6 

3.4 

5.4 

6.2 

27 

32 

-16 

28.9 

29.4 

15.4 

14.2 

2.4 

2.9 

4.5 

5.1 

23 

24 

-4 

28.9 

29.1 

10.8 

9.9 

2.1 

2.0 

3.6 

2.9 

13 

10 

+30 

30.0 

29.4 

13.4 

13.0 

2.4 

2.7 

4.5 

4.9 

18 

19 

-5 

30.0 

29.8 

13.6 

13.2 

2.6 

2.6 

4.8 

4.1 

18 

16 

+12 

28.8 

29.5 

14.3 

13.2 

2.6 

2.7 

4.8 

4.6 

22 

19 

+16 

29.4 

29.6 

15.5 

13.3 

2.5 

3.0 

4.0 

4.5 

26 

24 

+8 

29.7 

30.0 

11.0 

10.9 

2.5 

2.6 

4.4 

3.9 

29 

25 

+16 

29.2 

29.3 

13.5 

12.8 

2.4 

2.3 

4.3 

3.7 

21 

17 

+24 

29.0 

29.6 

19.1 

16.9 

2.5 

3.2 

4.4 

5.2 

21 

21 

0 

29.6 

30.2 

17.2 

14.3 

2.6 

3.1 

5.1 

5.7 

13 

12 

+8 

30.1 

29.2 

11.4 

10.9 

2.5 

2.6 

4.3 

4.0 

26 

22 

+18 

29.4 

29.4 

16.3 

15.5 

2.1 

2.2 

3.3 

3.3 

17 

15 

+13 

28.5 

29.9 

20.2 

13.9 

2.3 

3.1 

4.3 

5.1 

27 

19 

+ 42 

29.1 

29.2 

14.4 

16.9 

2.4 

3.1 

4.1 

5.4 

16 

27 

-4l 

29.2 

29.4 

17.5 

15-7 

3-0 

3.1 

5.5 

5.4 

18 

16 

+12 

30.0 

30.2 

12.2 

9.8 

1.8 

2.7 

3.2 

4.3 

12 

l4 

-14 

29.3 

30.9 

12.2 

9.6 

2.7 

2.2 

5-1 

4.1 

22 

14 

+ 57 

29.7 

28.5 

14.6 

16.0 

2.8 

2.8 

4.9 

4.6 

21 

21 

0 

29.5 

29.6 

17.6 

12.5 

3.3 

3.3 

5.7 

5.8 

26 

20 

+ 30 

28.8 

29.7 

15.5 

13.0 

2.2 

2.6 

3.8 

4.1 

28 

25 

+ 12 

29.8 

29.7 

15.6 

15.2 

2.8 

2.9 

4.6 

4.4 

23 

21 

+ 10 

30.1 

30.4 

13.9 

13.2 

2.6 

2.7 

4.7 

4.6 

21 

20 

+ 5 

29.3 

29.4 

12.6 

9.5 

1.8 

2.4 

3.9 

4.5 

17 

15 

+13 

28.6 

28.9 

14.6 

14.6 

2.4 

2.4 

4.2 

3.8 

17 

15 

+ 13 

29.2 

29.9 

16.3 

14.5 

3.1 

3.2 

5.5 

5.4 

21 

19 

+ 11 

29.5 

29.7 

13.3 

12.1 

2.3 

2.7 

4.1 

4.5 

23 

22 

+ 5 

29.6 

29.6 

11.7 

13.9 

2.5 

2.4 

4.8 

3.9 

22 

20 

+ 10 

28.9 

29.5 

15.2 

12.9 

2.5 

2.9 

4.4 

4.8 

21 

19 

+11 

29.7 

29.8 

Equivalent  cases  24  No.  2 cans... 432  ounces  per  case. 
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Tatle  6. --FRESH  ORA.NGES  — ALL  PRODUCING  AREAS 

Percentage  of  families  buying,  purchaises  per  buying  family  and  per  1,000  persons,  and  average  prices  paid, 

April -September  1959  and  i960 


Place  of  residence 
or  family 
characte  r 1st Ic 

Proportion 
of  families 
buying 

Purchase  per 
buying  family 

Purchases 
per  1,000 
persons 

Paid  i)er 
dozen 

Number 

[ Quantity 

i960 

: 1959 

i960 

: 1959 

; i960 

; 1959 

i960  ; 

1959  : Change 

:from  1959 

i960 

1959 

Pet. 

Pet. 

No. 

No. 

Dozs. 

Dozs. 

Dozs, 

Dozs . Pet . 

Cents 

Cents 

52.3 

55.4 

4.9 

6.1 

4.88 

5.86 

784 

986  -20 

53.6 

51.1 

Geographic  region: 

Northeast 

61.5 

66.4 

6.1 

7.5 

5.78 

6.95 

1,108 

1,426  -22 

58.4 

56.3 

North  Central 

56.0 

61.2 

4.5 

5.4 

4.61 

5.57 

8i2 

1,063  -24 

52.6 

50.0 

South 

36.5 

34.5 

4.5 

4.9 

4.53 

4.65 

449 

426  +5 

46.4 

47.3 

Moxmtain-Southwest 

46.3 

48.3 

4.4 

5.0 

3.64 

4.37 

535 

659  -19 

59.7 

56.2 

Pacific 

54.4 

57.8 

4.2 

5.5 

4.51 

6.05 

857 

1,203  -29 

49.9 

44.9 

Size  of  community; 

39.5 

40.0 

4.0 

4.7 

4.42 

5.15 

451 

528  -15 

48.4 

47.1 

Cities  : Uhder  10, 000 . . . . 

45.1 

45.9 

4.2 

5.0 

4.08 

4.87 

566 

680  -17 

54.1 

51.1 

10,000-99,999 

47.8 

53.7 

4.6 

5.2 

4.55 

5.61 

722 

957  -25 

55.5 

49.8 

100,000-14-99,999 

53.4 

55.1 

4.8 

5.9 

4.68 

5.49 

781 

946.  -17 

52.4 

52.4 

500,000  and  over 

62.6 

67.8 

5.7 

7.2 

5.58 

6.71 

1,062 

l,4l6  -25 

54.8 

52.0 

Family  Income ; 

Upper 

58.6 

62.4 

5.0 

6.3 

5.29 

6.50 

857 

l,l4l  -25 

55.1 

51.4 

U^er  middle 

51.1 

57.0 

4.8 

6.3 

4.65 

6.13 

640 

961  -33 

53.3 

51.8 

Lower  middle 

50.7 

55-5 

5.0 

6.0 

4.95 

5.60 

756 

920  -18 

53.2 

50.7 

Lower 

49.3 

47.7 

5.0 

5.7 

4.62 

5.14 

896 

908  -1 

52.5 

50.0 

Size  of  family: 

1 and  2 members 

48.2 

53.2 

5.3 

6.4 

4.47 

5.29 

1,200 

1,553  -23 

57.6 

54.3 

3 members 

52.5 

55.6 

4.8 

6.0 

4.71 

5.92 

844 

1,096  -23 

52.9 

51.4 

I4-  and  5 members 

58.0 

58.9 

4.8 

6.0 

5.02 

5.96 

684 

800  -14 

53.8 

50.8 

54.3 

55*7 

5*1 

5.7 

6.34 

7.63 

469 

603  -22 

47.1 

46.3 

Presence  of  children; 

No  children 

50.2 

53.1 

5.4 

6.5 

4.82 

5.73 

1,186 

1,464  -19 

56.4 

53.2 

Uhder  6 years  only 

47.0 

54.9 

3.6 

4.3 

3.25 

4.00 

457 

601  -24 

52.2 

51.8 

6-12  years  only 

62.8 

57-1 

4.6 

5.6 

4.82 

5.53 

880 

826  +7 

54.3 

50.4 

13-17  years  only 

51.5 

60.2 

5.5 

6.9 

5.4l 

6.57 

709 

1,093  -35 

53.6 

52.3 

Multiple -age  groiq)S 

55.8 

58.3 

4.8 

5.9 

5.54 

6.78 

525 

696  -25 

49.8 

48.2 

Occupation  of  family  head; 

Executive,  professional. 

60,8 

66.0 

5.2 

6.4 

5.15 

6.25 

915 

1,245  -27 

55.1 

51.8 

Clerical,  sales,  service 

55.9 

55.3 

5.6 

7.1 

5.18 

6.4l 

981 

1,183  -17 

54.6 

51.9 

Craftsman,  laborer 

50.9 

53.7 

4.5 

5.7 

4.46 

5.49 

629 

807  -22 

53.4 

51.6 

Farmer 

35-3 

36.9 

4.8 

5.5 

5.78 

6.70 

496 

625  -21 

47.9 

46.7 

Unclassified 

51.3 

56.6 

5.2 

6.1 

5.04 

5.59 

1,181 

1,372  -14 

53.7 

50.3 

Education  of  family  head; 

Grammar  school 

46.2 

47.5 

4.9 

5.8 

4.97 

5.67 

697 

807  -14 

52.1 

50.5 

Some  hi£^  school 

53.9 

57.9 

4.9 

6.1 

4.69 

5.79 

761 

1,006  -24 

54.2 

51.9 

Some  college 

59.6 

64.5 

5.1 

6.3 

5.16 

6.29 

1,015 

1,290  -21 

54.5 

50.3 

Age  of  housewife : 

llider  35  years 

47.6 

52.2 

3.7 

4.3 

3.72 

4.27 

468 

572  -18 

51.8 

49.5 

35_4J^  years 

53.1 

57.5 

4.8 

6.3 

5.18 

6.69 

600 

874  -31 

51.6 

49.9 

45  years  and  over 

54.0 

55.9 

5.5 

6.7 

5.21 

6.18 

1,108 

1,335  -17 

55.1 

52.4 

Work  status  of  housewife ; 

Employed 

52.6 

53.8 

5.0 

6.0 

4.67 

5.61 

884 

1,073  -18 

55.4 

51.8 

Itaemployed 

52.8 

56.0 

4.9 

6.1 

4.96 

5.95 

755 

960  -21 

53.0 

50.9 

25 


[feMe  7.— FRESH  GRAPEFRUIT  — ALL  PRODUCING  AREAS 

Itercentage  of  families  buying,  purchases  per  buying  family  and  per  1,000  persons,  and  average  prices  paid, 

April -September  1959  i960 


Place  of  residence 
or  family 
characte  ristic 

1 Proportion 
1 of  families 
; buying 

Purchase  per 
buying  family 

Purchases 
per  1,000 
persons 

Paid  i>er 
dozen 

Number 

Quantity 

; i960  ; 1959 

i960  ; 1959 

i960  ; 1959 

; W59  ;,rf959 

i960  • 1959 

Pet. 


liiited  States 32.5 

Geographic  region : ; 

Northeast | 40 . 9 

North  Central | 31.4 

South I 21.7 

Mountain-Southwest | 27.5 

Pacific I 39.1 

Size  of  community:  : 

Farm. '•  24.2 

Cities:  Uhder  10,000...;  26.2 

10.000- 99,999 : 28.4 

100.000- 499,999 : 33-7 

500,000  and  over : 40.7 

Family  income : . 

Upper ; 37*1 

U^jper  middle 29.8 

Lower  middle ; 29.3 

Lower 33.5 

Size  of  family:  • 

1 and  2 members • 37.8 

3 members ‘ 28.4 

4 and  5 members • 31.O 

6 and  over • 23.4 

Presence  of  children: 

No  children : 37-8 

Under  6 years  only : 24.5 

6-12  years  only : 31-7 

13-17  years  only : 28.5 

Multiple -£ige  groups : 25.4 

Occupation  of  family  head : ] 

Executive,  professional..'  4l.l 
Clerical,  sales,  searvice;  36.7 

Craftsman,  labore  r : 26.0 

Farmer 22.0 

Uhclasslfied : 39*^ 

Education  of  family  head:  : 

Grammar  School..., : 27.8 

Some  high  school : 31.6 

Some  college : 43.0 

Age  of  hoiisewife : . 

Uhder  35  years 22.4 

35-44  years 27. 0 

45  years  and  over 38.8 

Work  status  of  housewife : . 

Engiloyed 32.8 

Unemployed 32.4 


Pet. 

No. 

No. 

Dozs. 

Dozs, 

36.1 

3.7 

4.4 

1.54 

1.71 

44.6 

3.8 

5.0 

1.25 

1.73 

36.3 

4.0 

^.3 

1.60 

1.75 

27.4 

3.7 

3.9 

1.4o 

1.56 

25.7 

3.6 

3.9 

1.73 

1.42 

40.4 

4.2 

^.5 

2.13 

1.95 

26.1 

3-4 

3.9 

1.46 

1.68 

28.2 

3.5 

4.0 

1.57 

1.76 

35.1 

3.6 

4.0 

1.46 

1.62 

37-8 

4.0 

4.4 

1.64 

1.66 

44.1 

3-9 

5.0 

1.51 

1.76 

42.6 

4.0 

4.8 

1.62 

1.85 

33.5 

3-3 

4.1 

1.26 

1.63 

34.0 

3.4 

4.1 

1.46 

1.63 

34.6 

4.1 

4.6 

1.71 

1-71 

41.9 

5.3 

1.79 

1.98 

33.6 

3.3 

3.9 

1.42 

1.50 

33.^ 

2.9 

3.3 

1.20 

1.32 

25.2 

2.7 

3.8 

1.27 

1.73 

41.2 

4.4 

5.3 

1.78 

2,03 

26.0 

2.3 

2.3 

.90 

.78 

31.5 

2.7 

3.1 

1.13 

1.23 

36.8 

3.9 

4.3 

1.64 

1.74 

30.2 

2.6 

3.0 

1.11 

1.26 

49.0 

3.6 

4.5 

1.44 

1.63 

37.6 

4.3 

4.8 

1.70 

1.86 

29.0 

2.9 

3.8 

1.20 

1.44 

22.6 

3-5 

4.1 

1.65 

1.80 

44.5 

4.8 

5.4 

1.99 

2.16 

30.9 

3.8 

4.7 

1.55 

1.88 

35.7 

3.6 

4.0 

1.51 

1.60 

46.9 

3.9 

'+.7 

1.58 

1.71 

26.0 

2.2 

2.6 

.89 

.94 

32.6 

2.8 

3.^ 

1.17 

1.35 

42.0 

4.4 

5.2 

1.79 

2.04 

37.1 

3.9 

4.2 

1.53 

1.59 

35.8 

3.7 

4.5 

1.54 

1.76 

Dozs.  Dozs.  Pet.  Cents  Cents 


153 

188 

-19 

105.9 

101.7 

159 

238 

-33 

131-5 

109.4 

158 

198 

-20 

111.4 

101.1 

82 

113 

-27 

106.9 

87.9 

150 

ll4 

+32 

95.2 

116.5 

291 

271 

+ 7 

85.7 

97.8 

92 

113 

-19 

104.2 

96.2 

127 

151 

-16 

101.5 

102.7 

137 

181 

-24 

104.5 

99.6 

173 

196 

-12 

108.7 

103.0 

192 

242 

-21 

107.7 

103.0 

166 

221 

-25 

113.2 

105.5 

101 

150 

-33 

107.7 

97.6 

129 

164 

-21 

101.2 

100.5 

226 

219 

■^3 

101.2 

101.5 

376 

459 

-18 

107.4 

104.2 

138 

168 

-18 

103.0 

102.7 

87 

100 

-13 

106.2 

99.1 

40 

62 

-35 

101.0 

94.0 

330 

402 

-18 

106.9 

104.4 

66 

55 

+ 20 

108.4 

103.6 

104 

101 

+ 3 

100.4 

101.2 

119 

177 

-33 

109.7 

98.9 

48 

67 

-28 

101.5 

93.9 

174 

240 

-28 

111.4 

104.8 

211 

233 

“9 

104.7 

99.1 

87 

115 

-24 

106.5 

105.1 

88 

103 

-15 

106.7 

97.5 

358 

4l6 

-l4 

101.0 

97.0 

130 

174 

-25 

105.7 

99.0 

144 

172 

-16 

103.7 

102.5 

224 

254 

-12 

109.6 

103.7 

53 

63 

-16 

103.4 

101.0 

69 

100 

-31 

103.0 

98.9 

274 

330 

-17 

106.9 

102.5 

181 

210 

-l4 

110.3 

108.1 

145 

182 

-20 

104.3 

99.5 

26 


Table  8.— CAHUED  GRAPEFRUIT  SECTIONS 

Percentage  of  families  buying,  purchases  per  buying  family  and  i>er  1,000  persons,  and  average  prices  paid, 

April-September  1959  aiid  i960 


Place  of  residence 
or  family 

Proportion 
of  families 
buying 

Purchase  per 
buying  family 

Purchases 
per  1,000 
persons 

Paid  per 
No.  2 
can 

Number  [ Quantity 

i960  ; 1959 

i960  ; 1959  ; i960  ; 1959 

i960  • 1959  ' 

^ .-from  1959 

i960  ; 1959 

Pet. 


Ihlted  States 13*3 

Geographic  region ; | 

Northeast ] 16.O 

North  Central [ 15. 0 

South ' 5«^ 

Mountain-Southwest | 9*8 

Pacific I 19*5 

Size  of  COTimunity;  : 

Farm ’ 8.4 

Cities:  Itoder  10,000...;  11.6 

10.000- 99,999 : 13.9 

100.000- 499,999 ••  13.3 

500,000  and  over : I5.8 

Family  inceme : . 

Upper ; 16.2 

IJiper  middle 11.6 

Lower  middle 11.6 

Lower 13*6 

Size  of  family:  • 

1 and  2 members * 16.8 

3 members ' 13 >3 

4 and  5 members * 10.0 

6 and  over • 7*1 

Presence  of  children:  : 

No  children : 16.6 

under  6 years  only : 7»4 

6-12  years  only : 15.4 

13-17  years  only : 9*9 

Multiple -age  groups : 8.3 

Occupation  of  family  head : | 
Executive,  professional. l4.5 
Clerical,  sales,  service*  18.2 

Craftsman,  laborer : 10.0 

Farmer 7*1 

Unclassified : I8.6 

Education  of  family  head:  : 

(dammar  school : 10. 9 

Some  hi£^  school : 13*5 

Some  college 17.2 

Age  of  housewife:  . 

under  35  years 7.3 

35-44  years 8.8 

45  years  and  over 17*5 

Work  status  of  housewife : . 

Employed 13.6 

Unen^>loyed 13.2 


No.  2 

No.  2 

Pet. 

No. 

No. 

cans 

cans 

l4.1 

3.6 

2.9 

6.7 

5.5 

18.7 

4.1 

3.0 

7.9 

5.5 

15.4 

3.5 

3.2 

6.7 

5.8 

5.9 

3.1 

2.5 

5.3 

4.6 

7.4 

3.0 

2.5 

5.8 

4.1 

20.7 

3.0 

2.5 

5.5 

5.0 

6.5 

3.3 

2.8 

7.2 

6.5 

11.2 

3.0 

3.3 

5.3 

5.8 

14.2 

3.4 

2.6 

7.0 

5.3 

15.1 

3.5 

2.5 

6.2 

5.0 

18.1 

4.0 

3.2 

7.4 

5.3 

18.7 

4.0 

2.9 

8.4 

5.8 

13.4 

3.2 

2.5 

5.8 

4.8 

11.8 

3.0 

3.2 

5.8 

5.5 

12.9 

3.8 

3.2 

6.5 

5.5 

18.1 

3.8 

3.3 

6.7 

5.8 

l4.0 

3.3 

2.4 

6.2 

4.3 

10.5 

3.6 

2.8 

7.0 

5.3 

7.3 

3.1 

2.7 

7.2 

6.2 

17.7 

3.8 

3.2 

7.0 

5.5 

10.2 

3.0 

2.1 

5.8 

3.6 

IO1.9 

2.6 

3.4 

4.6 

7.0 

i4.7 

4.7 

2.8 

9.8 

5.5 

8.4 

3.0 

2.4 

6.2 

4.8 

20.2 

3.6 

3.0 

7.2 

5.5 

15.0 

3.2 

2.5 

5.8 

4.3 

11.2 

3.3 

2.6 

6.2 

5.0 

5.7 

3.5 

3.9 

7.7 

8.9 

18.0 

4.1 

3.5 

7.2 

6.0 

10.5 

3.8 

3.3 

7.2 

6.2 

i4.7 

3.5 

3.1 

7.0 

5.8 

19.6 

3.4 

2.2 

6.0 

4.1 

8.6 

2.3 

1.7 

3.8 

2.9 

12.0 

3.1 

2.3 

6.0 

4.8 

17.4 

3.9 

3.4 

7.4 

6.2 

15.5 

3.4 

2.6 

6.0 

4.8 

13.7 

3.6 

3.1 

7.0 

5.5 

uses 

Cases 

Pet. 

Cents 

Cents 

11 

10 

+10 

26.0 

26.0 

16 

13 

+23 

24.7 

24.5 

13 

12 

+8 

25.5 

25.7 

3 

3 

0 

27.3 

26.0 

8 

4 +100 

26.4 

27.8 

16 

15 

+7 

27.9 

27.6 

7 

5 

+4o 

27.4 

27.5 

8 

8 

0 

26.0 

26.1 

13 

10 

+30 

25.9 

26.1 

11 

10 

+10 

25.8 

25.0 

15 

13 

+15 

25.7 

25.9 

16 

12 

+33 

25.7 

25.9 

7 

7 

0 

26.8 

26.7 

9 

8 

+12 

25.2 

25.9 

l4 

11 

+27 

26.5 

25.4 

26 

24 

+8 

26.8 

26.4 

12 

8 

+50 

25.5 

24.6 

7 

5 

+4o 

25.1 

25.5 

3 

3 

0 

25.6 

26.9 

23 

20 

+15 

26.6 

26.2 

5 

4 

+25 

24.5 

26.4 

9 

8 

+12 

25.2 

25.2 

10 

9 

+11 

25.4 

25.5 

4 

3 

+33 

25.2 

25.7 

13 

l4 

-7 

25.9 

25.8 

15 

9 

+67 

26.0 

27.0 

7 

6 

+17 

25.5 

25.8 

6 

5 

+20 

27.5 

26.8 

26 

20 

+30 

26.4 

25.5 

10 

8 

+25 

26.1 

25.7 

12 

10 

+20 

25.5 

25.9 

l4 

10 

+4o 

26.9 

26.4 

3 

2 

+50 

25.7 

26.4 

5 

6 

-17 

25.8 

25.4 

21 

17 

+24 

26.1 

26.1 

12 

11 

+9 

26.4 

25.8 

11 

9 

+22 

25.9 

26.0 

Equivalent  cases  24  No.  2 cans...4d0  ounces  per  case. 
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TteiMe  9.— GA.NNED  SINOLE-STRENGTH  GRAPEFTOIT  JUICE 

Percentage  of  families  buying,  purchases  per  buying  family  and  per  1,000  persons,  and  aversige  prices  paid, 

April-September  1959  and  i960 


Place  of  residence 
or  family 

] Proportion 
[ of  families 
[ buying 

Purchase  per 
buying  family 

Purchases 
per  1,000 
persons 

Paid  per 
46-oz. 
can 

Number  ] Quantity 

; i960  ; 1959 

i960  ; 1959  1 i960  ; 1959 

;,rT959 

i960  • 1959 

46-oz.  46-oz. 


Pet. 

Pet. 

Ho. 

No. 

caxis 

caxtg 

Cases 

Cases 

Pet. 

Cents 

Cents 

20.0 

2.7 

3.1 

3.9 

4.4 

20 

28 

-29 

31.3 

30.3 

Geographic  region: 

Northeast 

16.4 

23.2 

3.1 

3-1 

4.2 

4.3 

23 

33 

-30 

30.1 

28.9 

Noarth  Central 

13.2 

16.7 

2.6 

3.1 

4.1 

5-1 

18 

28 

-36 

31.6 

29.4 

South 

16.9 

19.8 

2.8 

3.4 

4.0 

4.7 

20 

26 

-23 

30.5 

30.2 

Mountain-Southwest 

17.3 

19.4 

2.4 

3.1 

3.4 

4.1 

20 

27 

-26 

32.6 

32.1 

Pacific 

17.2 

20.9 

2.2 

2.3 

3.2 

2.9 

20 

22 

-9 

33-0 

33.4 

Size  of  community: 

Fazm 

15.6 

2.6 

3.0 

3.9 

4.1 

15 

18 

-17 

31.7 

31.1 

Cities:  Uhder  10,000... 

14.9 

17.9 

2.7 

3.6 

3.7 

5.0 

18 

29 

-38 

31.7 

30.9 

10,000-99,999 

15.5 

20.0 

2.3 

3.0 

3.6 

4.8 

20 

32 

-38 

31.9 

30.0 

100,000-499,999 

15.3 

19-3 

2.6 

3.0 

3.6 

4.1 

18 

26 

-31 

31.2 

30.4 

500,000  and  over 

17.3 

23.3 

2.9 

2.9 

4.4 

4.1 

26 

32 

-19 

30.7 

29.5 

Family  income : 

Upper 

16.4 

21.1 

2.6 

2.9 

4.0 

4.4 

19 

28 

-32 

32.1 

30.6 

U^er  middle 

13.9 

17-9 

2.8 

3.5 

4.3 

4.9 

17 

26 

-35 

30.8 

29.3 

Lover  middle 

19.6 

2.6 

3.0 

3.7 

4.6 

17 

28 

-39 

30.7 

30.7 

Lower 

17.5 

21.1 

2.8 

2.9 

3.9 

3.9 

28 

32 

-12 

31.5 

30.5 

Size  of  family: 

1 and  2 members 

17.6 

23.4 

2.9 

3.1 

4.3 

4.4 

45 

61 

-26 

31.2 

30.5 

3 members 

15.4 

18.4 

2.3 

2.9 

3.0 

4.1 

17 

27 

-37 

31.2 

29.5 

4 and  3 members 

13-3 

16.3 

2.4 

2.7 

3.3 

3.7 

11 

l4 

-21 

31.0 

30.1 

14.9 

18.1 

3.3 

4.0 

5.2 

6.1 

11 

17 

-35 

32.7 

30.5 

Presence  of  children : 

No  children 

17.6 

22.9 

2.8 

3-1 

4.2 

4.4 

39 

52 

-25 

31-3 

30.5 

Under  6 years  only 

16.7 

18.0 

1.8 

2.5 

2.3 

3.0 

13 

16 

-19 

31-5 

29.3 

6-12  years  only 

13.3 

12.6 

3.4 

3.7 

5.1 

5.9 

21 

21 

0 

30.8 

30.5 

I3-I7  years  only 

14.7 

21.7 

2.7 

3.1 

3.9 

4.3 

15 

28 

-46 

•31.7 

30.6 

Multiple -age  groups 

12.1 

16.2 

2.5 

3.0 

3.4 

4.3 

8 

13 

-38 

31.4 

29.9 

Occupation  of  family  head: 

Executive,  professional. 

18.3 

21.1 

2.7 

3-3 

3.7 

4.9 

21 

33 

-36 

31.7 

30.0 

Clerical,  sales,  service 

17.3 

19.4 

2.9 

2.8 

3.7 

3.9 

23 

26 

-12 

29.9 

29.9 

Craftsman,  laborer 

14.1 

18.0 

2.6 

2.9 

3.8 

4.1 

16 

22 

-27 

31.9 

30.9 

Farmer. 

10.8 

15.3 

2.7 

2.9 

4.1 

3.9 

12 

16 

-25 

30.9 

31-3 

unclassified 

17.7 

26.1 

2.9 

3-3 

4.6 

4.8 

40 

58 

-31 

31.1 

29.7 

Education  of  family  head: 

Gramm^ur  school 

15.7 

20.6 

2.9 

3.3 

4.6 

4.8 

23 

32 

-28 

31.6 

30.7 

Some  hi£^  school 

14.7 

19.3 

2.6 

2.9 

3.5 

4.1 

16 

26 

-38 

31.1 

29.6 

Some  college 

18.2 

20.4 

2.6 

2.9 

3.8 

4.0 

24 

28 

-14 

31.2 

30.8 

Age  of  housewife : 

under  35  years 

13.6 

16.5 

2.3 

2.5 

2.7 

3.3 

11 

15 

-27 

31.9 

29.9 

35-44  years 

12.0 

17.2 

2.5 

2.7 

3.6 

3.8 

10 

16 

-38 

30.0 

30.0 

45  years  suid  over 

18.1 

22.6 

2.9 

3.3 

4.4 

4.9 

33 

46 

-28 

31.5 

30.5 

Worii  status  of  hoiisewife : 

Employed 

17.9 

21.4 

2.6 

3-0 

3.9 

4.1 

27 

34 

-21 

30.8 

30.8 

Unemployed 

14.9 

19.4 

2.7 

3.1 

3.9 

4.5 

18 

27 

-33 

31.5 

30.1 

Equivalent  cases  24  No.  2 cans... 432  ounces  per  case 


Tfeilale  10.--GA.NWED  SIN0LE-STRENG2H  PINEAPPLE  JUICE 

Percentage  of  families  buying,  purchases  per  buying  family  and  per  1,000  persons,  and  average  prices  paid. 

April- September  1959  and  i960 


Place  of  residence 
or  family 
characteristic 

Proportion 
of  families 
buying 

Purchase  per 
buying  family 

Purchases 
per  1,000 
persons 

Paid  per 
46-oz, 
can 

Number 

Quantity 

i960  ; 1959 

i960  ; 1959 

i960  ; 1959 

: ^959  ;,rr959 

i960  ; 1959 

Pet. 


Itiited  States 28.1 

Geographic  region : | 

Northeast | 32.4 

North  Central ; 21.2 

South ; 27.1 

Mountain-Southwest | 29.8 

Pacific ; 35.7 

Size  of  coramxmlty:  : 

Farm • 22.^ 

Cities:  Ifader  10, 000 . . . ; 25. 0 

10.000- 99,999 * 25.8 

100.000- 499,999 : 27.3 

500,000  and  over. .....  : 33.6 

Family  income : . 

Upper ; 29.4 

Upper  middle ; 28.0 

Lower  middle 26.6 

Lower • * * * : 28.5 

Size  of  family:  • 

1 and  2 members ■ 27. 0 

3 members .....*  27.8 

4 and  5 members • 30. 5 

6 and  over ■ 2J.k 

Presence  of  children : : 

No  children : 27.5 

Itoder  6 years  only : 27.7 

6-12  years  only 34.8 

13-17  years  only : 26.2 

Multiple -age  groijps : 27.8 

Occxipation  of  family  head : ] 
Executive,  professional..'  29.7 
Clerical,  sales,  service;  28.2 

Craftsman,  laborer : 27.9 

Farmer 20.0 

Itoclasslfied : 30. 1 

Education  of  family  head;  ; 

Grammar  s chool 26.3 

Some  hi^  school : 28.4 

Some  college : 30.9 

Age  of  housewife ; • 

Lhder  35  years 27.4 

35-44  years 26.4 

45  years  and  over 29. 1 

Work  status  of  housewife ; . 

Employed 28.6 

Uiemployed 28.0 


46-oz  46-oz . 


Pet. 

No. 

No. 

cans 

cans 

29.3 

2.9 

3.0 

4.2 

3.9 

37.0 

3.7 

3.6 

5.6 

4.5 

23.0 

2.3 

2.4 

3.2 

3.1 

25.1 

2.7 

3.2 

3.4 

3.9 

31.3 

2.7 

2.7 

3.9 

3.8 

32.3 

2.3 

2.4 

4.1 

3.4 

20.9 

2.6 

2.9 

4.0 

4.1 

23.8 

2.5 

2.9 

3.5 

3.8 

26.1 

2.8 

3.1 

4.0 

3-9, 

29.9 

2.7 

2.9 

4.1 

3.7 

36.8 

3.3 

3.1 

5.0 

3.9 

34.7 

3-1 

3.0 

4.9 

4.0 

29.7 

2.7 

3-0 

4.1 

3.9 

27.9 

2.9 

3.4 

4.2 

4.1 

25.6 

2.8 

2.5 

3.9 

3.3 

28.9 

2.9 

2.8 

4.1 

3.7 

27.6 

2.6 

3.0 

3.7 

3.7 

32.3 

2.9 

3.0 

4.2 

3.8 

27.4 

3.7 

3.6 

6.3 

5.4 

29.4 

3.0 

2.8 

4.2 

3.7 

31.4 

2.8 

2.8 

3.3 

3.2 

27.3 

3.0 

3.0 

4.3 

4.3 

28.7 

2.4 

3.0 

3.7 

3.5 

29.3 

3.1 

3.4 

4.9 

4.5 

32.2 

2.8 

3.0 

4.3 

3.9 

28.4 

3.3 

3.6 

4.8 

4.6 

28.9 

2.9 

3.0 

4.1 

3.7 

18.2 

2.3 

3.0 

3.7 

3.9 

33.0 

3.0 

2.7 

4.3 

3.7 

26.7 

3.0 

2.9 

4.1 

3.8 

29.9 

2.9 

3.1 

4.3 

3.9 

32.8 

2.8 

2.8 

4.4 

3.9 

27.6 

2.9 

3.1 

4.0 

3.8 

30.3 

2.8 

3.0 

4.4 

4.1 

29.7 

3.0 

2.9 

4.3 

3.8 

28.2 

2.9 

3.1 

4.5 

4.1 

29.7 

2.9 

2.9 

4.2 

3.8 

Cases 

Cases 

Pet. 

Cents 

Cents 

39 

36 

+8 

29.5 

32.1 

61 

55 

+11 

28.5 

31.0 

23 

24 

-4 

31.6 

34.3 

27 

27 

0 

31.2 

33.6 

40 

39 

+3 

32.3 

34.3 

55 

4o 

+38 

25.6 

28.2 

25 

23 

+9 

31.7 

34.5 

29 

29 

0 

31.8 

34.0 

37 

35 

+6 

28.8 

31.9 

35 

37 

-5 

29.6 

31.6 

56 

47 

+19 

27.7 

30.3 

42 

42 

0 

29.5 

32.5 

33 

34 

-3 

29.4 

31.6 

36 

36 

0 

29.0 

31.7 

46 

33 

+39 

29.9 

32.2 

66 

62 

29.2 

32.2 

37 

36 

+3 

29.4 

32.1 

32 

29 

+J-0 

29.3 

32.0 

25 

22 

+J.4 

30.2 

31.8 

61 

56 

+9 

29.5 

32.3 

29 

29 

0 

29.7 

31.8 

47 

32 

+47 

29.2 

32.0 

26 

30 

-13 

29.5 

32.2 

25 

25 

0 

29.4 

31.7 

4o 

4o 

0 

29.2 

31.5 

49 

46 

+7 

28.1 

30.8 

34 

31 

+J.0 

29.7 

31.9 

19 

0 

31.5 

35.4 

63 

55 

+J-5 

29.4 

32.5 

35 

32 

30.9 

33.1 

39 

37 

+5 

29.1 

32.0 

47 

43 

+9 

28.3 

30.9 

31 

28 

+11 

29.2 

31.6 

27 

30 

-10 

29.6 

31.8 

53 

46 

+15 

29.5 

32.4 

49 

44 

+11 

29.1 

31.5 

36 

34 

+6 

29.6 

32.2 

Equivalent  canes  24  No.  2 cans... 432  ounces  per  case. 
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TalDle  11.— CANHED  SINGLE -STRENGTH  PINEAPPLE -GRAPEFRUIT  PRINK 
Percentage  of  families  bxiying,  purchases  per  buying  family  and  per  1,000  persons,  and  average  prices  paid, 

April-September  1959  and  i960 


Place  of  residence 
or  family 
characteristic 


liilted  States 

Geographic  region: 

Noii^east 

North  Central 

South 

Mountain-Southwest 

Pacific 

Size  of  community: 

Farm 

Cities:  Uhder  10,000... 

10.000- 99,999 

100.000- 499,999 

500,000  and  over 

Family  income : 

Upper. 

Upper  middle 

Lower  middle 

Lower 

Size  of  family: 

1 and  2 members 

3 members 

4 and  ^ members 

6 and  over 

Presence  of  children : 

No  children 

Itoder  6 years  only 

6-12  years  only 

I3-I7  years  only 

Multiple-age  groups 

Occupation  of  family  head: 
Executive,  professional. 
Clerical,  sales,  service 

Craftsman,  laborer 

Farmer 

Uhclassified 

Education  of  family  head: 

Grammar  school 

Some  hi^  school 

Some  college 

Age  of  hoiisewlfe : 

Uader  35  years 

35-44  years 

45  years  and  over 

Worit  status  of  housewife : 

Employed 

Uaen^>loyed 


Proportion 
of  families 
buying 

Purchase  per 
buying  family 

Purchases 
per  1,000 
persons 

! Paid  per 
. 46-OZ. 

can 

NxJinber 

[ Quantity 

i960 

1959 

i960 

; 1959 

; i960  ; 

1959  : 

i960  ; 

I960 

1959 

46-oz. 

46-OZ. 

Pet. 

Pet. 

No. 

No. 

cans 

cans 

Cases 

Cases 

Pet. 

Cents 

Cents 

25.4 

26.6 

2.9 

2.9 

5.1 

4.5 

42 

38 

+11 

28.2 

30.5 

31.5 

31.9 

3.0 

3.3 

5.3 

5.0 

55 

53 

+4 

27.9 

30.5 

25.9 

28.0 

2.9 

2.8 

5.1 

4.4 

lf4 

4l 

+7 

28.4 

30.5 

l4.o 

17.3 

2.9 

2.8 

4.2 

3.7 

17 

18 

-6 

30.8 

32.6 

23.7 

22.5 

2.7 

2.8 

4.8 

4.1 

38 

30 

+27 

30.3 

32.1 

31.6 

30.1 

2.7 

2.6 

5.4 

4.6 

64 

51 

+25 

25.8 

28.3 

17.5 

17.2 

2.6 

3.0 

4.8 

5.0 

23 

24 

-4 

30.4 

31.0 

21.8 

20.8 

2.7 

2.8 

4.4 

4.3 

32 

29 

+10 

29.3 

31.4 

25.3 

27.2 

2.9 

2.8 

5.8 

4.2 

52 

39 

+33 

27.5 

30.3 

24.9 

29.3 

3.0 

3.0 

5.4 

4.7 

44 

46 

-4 

28.7 

30.9 

30.8 

31.5 

3.0 

3.0 

5.0 

4.4 

51 

46 

+11 

26.9 

29.4 

29.5 

30.9 

2.9 

3.1 

5.2 

5.0 

45 

46 

-2 

27.8 

30.2 

23.3 

29.0 

3.0 

3.3 

5.7 

5.3 

38 

44 

-14 

27.8 

30.4 

25.8 

25.0 

2.8 

2.6 

4.7 

3.9 

39 

30 

+30 

28.2 

30.8 

23.2 

22.0 

2.8 

2.5 

4.8 

3.7 

46 

32 

+44 

29.1 

30.8 

25.6 

26.7 

2.7 

2.8 

4.6 

4.1 

71 

64 

+11 

28.2 

30.8 

26.4 

28.2 

3.1 

3.0 

5.4 

4.3 

51 

43 

+19 

28.8 

30.6 

26.7 

26.2 

2.9 

2.9 

5.4 

4.7 

36 

30 

+ 20 

27.8 

30.3 

19.6 

23.8 

2.8 

3.7 

5.1 

6.1 

14 

22 

-36 

28.2 

30.0 

26.1 

26.7 

2.8 

2.8 

5.0 

4.1 

67 

57 

+ 18 

28.4 

30.8 

25.4 

27.9 

3.3 

2.7 

5.1 

3.9 

4l 

32 

+ 28 

28.6 

30.0 

29.7 

28.2 

3.0 

3.5 

5.2 

5.5 

48 

44 

+ 9 

27.9 

30.8 

23.3 

26.3 

2.4 

2.5 

4.0 

3.8 

26 

29 

-10 

28.1 

30.4 

22.5 

25.2 

3.0 

3.3 

5.7 

5.4 

24 

26 

-8 

27.7 

30.0 

29.7 

32.6 

2.9 

3.1 

5.1 

4.6 

47 

48 

-2 

28.0 

30.5 

30.0 

30.2 

3.1 

2.5 

5.4 

3.7 

58 

4o 

+ 45 

28.0 

30.4 

22.8 

24.3 

2.8 

3.1 

4.9 

4.8 

33 

34 

-3 

28.0 

30.5 

18.6 

19.0 

2.8 

3.3 

5.0 

5.9 

24 

30 

-20 

29.4 

30.2 

26.5 

26.4 

2.7 

2.6 

5.7 

3.9 

66 

47 

+ 4o 

28.6 

30.5 

22.4 

21.8 

2.7 

2.6 

4.5 

3.9 

33 

28 

+ 18 

28.9 

30.8 

25.0 

28.3 

2.9 

3.0 

5.2 

4.7 

4l 

42 

-2 

28.2 

30.5 

31.8 

31.5 

3.1 

3.1 

5.5 

4.8 

62 

51 

+ 22 

27.6 

30.0 

23.4 

24.7 

3.1 

3.0 

5.1 

4.4 

34 

30 

+ 13 

28.1 

30.5 

24.4 

27.7 

3.0 

3.3 

5.4 

5.2 

31 

34 

-9 

27.6 

30.1 

26.6 

26.9 

2.8 

2.7 

4.9 

4.2 

55 

47 

+ 17 

28.5 

30.7 

26.6 

28.7 

2.8 

2.9 

4.9 

4.2 

50 

46 

+ 9 

28.2 

30.7 

25.0 

25.8 

2.9 

2.9 

5.2 

4.6 

4o 

36 

+ 11 

28.2 

30.4 

Equivalent  cases  24  No.  2 cans... 432  ounces  per  case. 
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Table  12.— PRUNE  JUICE 

Percentage  of  families  buying,  purchases  per  bxjiying  family  and  per  1,000  persons,  and  average  prices  paid, 

April-September  1959  aJid  i960 


Place  of  residence 
or  family 
characteristic 

Proportion 
of  families 
buying 

Purchase  i>er 
buying  family 

Purchases 
per  1,000 
persons 

Paid  per  - 
32-OZ. 
bottle 

Number 

1 Quantity 

i960 

: 1959 

i960 

; 1959 

; i960 

1959 

i960 

: 1959 

: Change 
:from  1959 

i960 

; 1959 

32-oz. 

32-OZ. 

Pet. 

Pet. 

HOi. 

bottle 

bottle 

Cases 

Cases 

Pet. 

Cents 

Cents 

15.0 

16.5 

4.9 

4.4 

6.1 

5.4 

21 

20 

+5 

43.9 

43.5 

Geographic  region: 

Northeast 

21.7 

24.8 

6.0 

5.0 

7.6 

5.9 

38 

34 

412 

40.8 

41.2 

North  Central 

11.8 

12.9 

3-7 

3.5 

4.0 

3.8 

11 

11 

0 

45.8 

45.3 

South 

11.8 

12.6 

4.5 

4.6 

5.7 

5-4 

14 

13 

48 

45.2 

44.1 

Mountain-Southwest 

15.2 

13-3 

4.3 

4.9 

5.8 

7.3 

20 

22 

-9 

47.4 

46.3 

Pacific 

12.8 

15.1 

4.7 

4.2 

5.8 

5.1 

19 

20 

-5 

45.5 

44.0 

Size  of  cOTimunity: 

8.5 

7.6 

4.0 

4.0 

5.3 

4.7 

9 

7 

+29 

44.8 

44.7 

Cities  : Itader  10, 000 . . . . 

12.5 

13.4 

4.5 

4.9 

5-5 

5.8 

16 

17 

-6 

45.6 

44.6 

10,000-99,999 

14.2 

i4.9 

4.2 

4.2 

4.7 

4.9 

17 

17 

0 

45.6 

44.7 

100,000-499,999 

14.7 

15.4 

4.6 

4.2 

6.2 

5.8 

21 

21 

0 

44.9 

44.7 

500,000  and  over 

19.5 

23.0 

5.5 

4.4 

6.9 

5.3 

31 

28 

+11 

41.8 

41.5 

Family  Inccme : 

Upper 

16.9 

20.2 

4.7 

4.2 

5.7 

5.8 

20 

24 

-17 

43.8 

43.6 

Upper  middle 

13.9 

15.7 

4.7 

4.2 

6.3 

5.1 

18 

16 

+ 12 

44.2 

42.9 

Lower  middle 

14.8 

17.6 

6.1 

7.4 

4.9 

25 

19 

+ 32 

44.0 

43.4 

Lower 

14.5 

12.9 

4.3 

5.0 

5.1 

5.7 

22 

20 

+ 10 

43.5 

44.0 

Size  of  family: 

1 and  2 members 

15.8 

18.3 

4.8 

4.3 

5.8 

5.1 

38 

38 

0 

44.6 

44.3 

3 members 

18.1 

17.5 

6.0 

5.4 

7.2 

6.2 

33 

27 

+ 22 

42.8 

42.9 

4 and  5 members 

13.0 

14.5 

4.2 

3.9 

5.5 

5.3 

13 

13 

0 

43.7 

42.4 

6 and  over 

10.6 

12.0 

4.3 

3.9 

5.8 

4.9 

6 

6 

0 

44.4 

44.4 

Presence  of  children: 

Tin  nVi  i 1 H rftn  - 

16.8 

18.9 

5.4 

4.7 

6.9 

5.9 

42 

4o 

44  ^ 

44  1 

Under  6 years  only...... 

15-7 

15.0 

2.8 

2.5 

2.8 

2.7 

10 

8 

42*5 

42  8 

6-12  years  only 

15.6 

14.9 

5.3 

4.4 

6.2 

4.9 

21 

l4 

+50 

• c. 

42.0 

41.8 

I3-I7  years  only 

13.4 

14.4 

6.2 

6.3 

8.0 

7.7 

20 

23 

-13 

45.2 

43.1 

Multiple -age  groups 

10.8 

13.0 

3.6 

3.3 

4.2 

3.8 

6 

6 

0 

43.0 

42.2 

Occxjpation  of  family  head: 

Executive,  professional. 

16.8 

20.6 

4.5 

3.7 

5.1 

4.2 

19 

19 

0 

43.6 

42.7 

Clerical,  sales,  service 

16.5 

17.4 

4.5 

4.2 

5.4 

5.1 

22 

22 

0 

43.5 

43.6 

Craftsman,  laborer 

1.5.0 

16.2 

5-4 

4.9 

6.5 

5.7 

20 

19 

+5 

44.3 

43.3 

Farmer 

5.3 

6.8 

4.8 

4.0 

7.0 

5.1 

7 

6 

+17 

44.0 

44.6 

Unclassified 

16.2 

16.5 

4.6 

4.6 

6.8 

6.6 

37 

35 

43.5 

44.4 

Education  of  family  head: 

Grammar  school 

13.9 

13.8 

5.3 

4.9 

7.3 

6.3 

23 

20 

+15 

43.4 

43.7 

Some  hi£^  school 

15.8 

18.3 

5.1 

4.5 

5.9 

5.3 

21 

22 

-5 

44.3 

43.4 

Some  college 

15.2 

17.4 

3.7 

3.5 

4.5 

4.0 

16 

17 

-6 

44.0 

43.2 

Age  of  hovisewife : 

Lhder  35  years 

12.3 

12.8 

2.7 

2.8 

2.8 

3.0 

7 

7 

0 

45.0 

42.8 

35-44  years 

13.4 

16.5 

4.3 

4.0 

5.0 

4.7 

11 

13 

-15 

42.6 

42.2 

45  years  and  over 

16.8 

18.1 

5.7 

5.0 

7-4 

6.3 

36 

33 

+9 

44.0 

44.0 

Work  status  of  housewife : 

Employed 

15.8 

19.5 

4.4 

3.9 

5.3 

4.6 

22 

24 

-8 

44.0 

42.7 

Unemployed. 

i4.7 

15  A 

5.1 

4.6 

6.5 

5.8 

20 

19 

+ 5 

43.8 

43.8 

Equiyalent  cases  24  So.  2 cans... 432  ounces  per  case. 
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Table  I3.— TOMATO  JUICE 

Percentage  of  families  buying,  purchases  per  buying  family  and  per  1,000  persons,  and  average  prices  paid, 

April-September  1959  i960 


Place  of  residence 
or  family 
characteristic 

Proportion 
of  families 
buying 

Purchase  per 
buying  family 

Purchases 
I>er  1,000 
persons 

Paid  per 
46-oz. 
can 

Number 

] Quantity 

i960 

; 1959 

i960 

: 1959 

; i960 

; 1959 

i960 

: 1959 

: Change 
:from  1959 

i960 

; 1959 

46-oz . 

46-OZ. 

Pet . 

Pet., 

No. 

No. 

cans 

cans 

Cases  Cases 

Pet. 

Cents 

Cents 

42.1 

3.3 

3.7 

4.4 

5.1 

56 

69 

-19 

27.7 

26.3 

Geographic  region: 

Northeast 

44.6 

46.7 

4.2 

4.6 

5.0 

5.7 

74 

89 

-17 

29.3 

28.5 

North  Central 

36.3 

4l.4 

2.9 

3.2 

3.9 

4.7 

47 

65 

-28 

28.3 

27.0 

South 

28.5 

30.8 

3.2 

3.4 

3.8 

4.3 

30 

38 

-21 

29.1 

28.5 

Mountain-Southwest 

^3.9 

43.1 

3.1 

3.4 

4.1 

4.5 

61 

65 

-6 

28.2 

27.3 

Pacific 

46.5 

52.4 

3.2 

3.1 

5.2 

5.2 

89 

100 

-11 

24.4 

21.6 

Size  of  community: 

24.3 

3.3 

3.5 

4.9 

5-3 

31 

35 

-11 

28.2 

27.4 

Cities  : Under  10, 000 . . . 

33.8 

35.8 

2.9 

3.1 

3.8 

4.4 

42 

51 

-18 

28.6 

27.7 

10,000-99,999 

44.3 

3.2 

3.5 

4.4 

5.3 

63 

79 

-20 

27.3 

26.0 

100,000-499, 999 

39.3 

44.5 

3.0 

3.2 

4.1 

4.6 

3^ 

68 

-21 

27.3 

26.1 

500,000  and  over 

50.1 

3.9 

'^.3 

4.8 

5.4 

75 

91 

-18 

27.3 

25.5 

Family  income : 

Upper 

48.1 

52.7 

3.6 

4.1 

5.0 

5.6 

70 

89 

-21 

27.9 

26.2 

U^pper  middle 

46.4 

3.3 

3-5 

4.3 

5.0 

52 

68 

-24 

28.6 

26.5 

Lower  middle 

3^^.9 

39.5 

3.3 

3.6 

4.4 

4.9 

49 

61 

-20 

27.4 

26.5 

Lower 

32.7 

31.6 

3.1 

3.3 

3-9' 

53 

3^ 

-2 

27.2 

26. i 

Size  of  family: 

1 and  2 members 

37.2 

40.7 

3.5 

3.5 

4.3 

95 

108 

-12 

27.6 

25.4 

3 members 

38.3 

42.0 

3.3 

3.7 

4.2 

4.9 

59 

73 

-19 

27.7 

27.0 

4 and  5 members 

43.2 

45.2 

3.3 

3.8 

4.3 

5.3 

47 

57 

-18 

27.8 

26.8 

6 and  over 

36.9 

40.9 

3.5 

4.1 

5.4 

6.8 

29 

42 

-31 

27.5 

26.4 

Presence  of  children : 

No  children 

37.7 

40.8 

3.6 

3.7 

4.5 

4.9 

89 

102 

-13 

27.8 

26.0 

Uhder  6 years  only 

46.3 

48.9 

2.7 

3.0 

3.2 

3.7 

48 

53 

-9 

27.6 

26.7 

6-12  years  only 

^7.3 

40.3 

3.3 

3-4 

4.6 

5.0 

67 

56 

+20 

27.4 

26.5 

I3-I7  years  only 

34.0 

43.8 

3.6 

4.2 

4.9 

6.0 

^5 

78 

-42 

27.5 

26.3 

Multiple -age  groups 

37.0 

42.3 

3.2 

3.8 

i^.5 

5.6 

30 

^3 

-33 

27.6 

26.6 

Occupation  of  family  head: 

Executive,  professional. 

50.3 

53-3 

3.^^ 

4.1 

5A 

67 

92 

-27 

28.0 

26.4 

Clerical,  sales,  service 

48.4 

47.6 

3.5 

3.7 

4.2 

4.7 

74 

80 

-8 

27.8 

25.6 

Craftsman,  laborer 

36.1 

40.0 

3.3 

3-5 

4.4 

5.0 

47 

58 

-19 

27.8 

26.6 

Farmer 

21.9 

23.7 

2.9 

3.2 

4.7 

5A 

27 

34 

-21 

27.9 

27.0 

Uhclasslfied 

34.8 

39.9 

3.4 

3.5 

4.5 

4.9 

77 

89 

-13 

26.6 

25.8 

Education  of  family  head: 

Grammar  school 

30.2 

34.2 

3.6 

3.7 

4.7 

5.2 

46 

56 

-18 

28.1 

27.0 

Some  hi^  school 

41.5 

44.3 

3.3 

3.7 

^.3 

5.1 

57 

72 

-21 

27.6 

26.3 

Some  college 

'^9.3 

52.2 

3.2 

3.5 

»^.3 

4.8 

75 

85 

-12 

27.3 

25.7 

Age  of  housewife : 

Uhder  35  years 

41.7 

42.5 

2.6 

3.0 

3.2 

3.8 

38 

43 

-12 

27.5 

26.8 

35-44  years 

38.3 

44.3 

3.0 

3.7 

4.1 

5.»^ 

37 

58 

-36 

27.8 

26.2 

45  years  and  over 

38.0 

4l.i 

3.8 

4.0 

5.1 

5A 

80 

92 

-13 

27.7 

26  ..2 

Work  status  of  housewife : 

Employed 

39.9 

43.6 

3.3 

3.5 

4.1 

4.9 

63 

80 

-21 

28.0 

26.3 

Uhemployed 

38.6 

4l.6 

3A 

3.7 

i^.5 

5.1 

54 

65 

-17  27.5 

26.3 

Equivalent  cases  24  No.  2 cans... 432  ounces  per  case. 


32 


Table  l4. --MISCELLA1IE0US  GAMED  SINGLE -STRENGTH  JUICES 
Percentage  of  families  buying,  purchases  per  buying  family  and  per  1,000  persons,  and  average  prices  paid, 

April -September  1959  and  i960  ^ 


Place  of  residence 
or  family 
characteristic 

Proportion 
of  families 
buying 

Purchase  per 
b\aylng  family 

Purchases 
per  1,000 
persons 

Paid  per 

46-OZ . 
can 

Number 

] Quantity 

i960 

; 1959 

i960 

: 1959 

; i960  ; 

1959 

i960  ; 

lQ«5q  = caiange 
:from  1959 

i960 

; 1959 

46-oz. 

46-OZ. 

Pet. 

Pet. 

No. 

No. 

cans 

cans 

Cases 

Cases 

Pet. 

Cents 

Cents 

i^5-5 

42.6 

4.1 

4.0 

3.6 

3.7 

53 

5^ 

-2 

36.9 

38.3 

Geographic  region; 

Northeast 

56.9 

56.0 

4.8 

4.6 

'4,1 

4.1 

77 

82 

-6 

35.3 

37.0 

Noirth  Central 

42.7 

36.8 

3.7 

3.5 

3.2 

3.3 

^5 

0 

36.9 

38.2 

South 

31.4 

30.6 

3.8 

3.6 

2.7 

2.9 

25 

27 

-7 

35.4 

37.2 

Mountain-Southwest 

43.3 

36.3 

3.7 

3.9 

2.8 

3.4 

4l 

43 

-5 

40.9 

4l.l 

Pacific 

52.4 

51.5 

4.2 

4.1 

4.2 

4.1 

32 

81 

+1 

37.8 

39.6 

Size  of  community: 

25.0 

21.8 

,2 

2 6 

18 

21 

-l4 

on  n 

Cities  : Itoder  10, 000 . . . 

34.8 

32.4 

3.4 

3.3 

2.9 

3.2 

33 

35 

-6 

36.6 

yi*d. 

38.6 

10,000-99,999 

45.4 

39.7 

3.7 

3.6 

3.0 

3.4 

48 

49 

-2 

37.2 

38.7 

100,000-499,999 

47.1 

43.8 

3.8 

3.5 

3.0 

3. '2 

46 

49 

-6 

38.5 

38.7 

500,000  and  over 

58.6 

56.9 

4.8 

4.6 

4.4 

4.2 

86 

86 

0 

36.0 

37.6 

Family  Income ; 

t^per 

52.9 

52.5 

4.6 

4.4 

4.3 

i^.3 

67 

72 

-7 

36.9 

38.4 

Upper  middle 

»^5.5 

44.7 

3.9 

4.0 

3.3 

3.9 

43 

53 

-19 

37.1 

38.1 

Lower  middle 

43.8 

40.7 

4.2 

4.0 

3.5 

3.6 

49 

49 

0 

36.2 

38.4 

Lower 

40.7 

33.6 

3.8 

3.2 

3.0 

2.8 

51 

4l 

+24 

37.8 

38,1 

Size  of  family: 

1 and  2 members 

46.4 

42.9 

4.2 

4.0 

3.3 

3.5 

91 

95 

-4 

38.0 

39.3 

3 members 

48.2 

46.0 

3.8 

3.5 

3.5 

61 

62 

-2 

37.5 

38.4 

4 and  5 members 

46.5 

43.6 

4.2 

4.1 

3.8 

3-9 

44 

44 

0 

36.8 

37.9 

34.1 

32.4 

3.9 

4.0 

4.2 

21 

23 

-9 

34.5 

36.8 

Presence  of  children ; 

No  children 

47.2 

43.0 

'+.3 

4.1 

3.6 

3.7 

89 

88 

+1 

37.9 

38.9 

Uhder  6 years  only 

46.7 

50.9 

^.3 

3.6 

2.9 

3.2 

44 

48 

-8 

36.4 

37.1 

6-12  years  only 

49.4 

42.4 

4.0 

3.8 

3.9 

3.4 

58 

43 

+35 

35.^ 

38.1 

13-17  years  only 

43.8 

44.6 

3.8 

3.6 

3.5 

3.5 

4l 

52 

-21 

37.0 

40.0 

Multiple -age  groups 

39.5 

37.0 

3.8 

4.1 

3.6 

4.2 

26 

31 

-16 

36.2 

37.2 

Occupation  of  family  head; 

Executive,  professional. 

54.9 

54.8 

4.8 

4.7 

^.7 

4.6 

80 

85 

-6 

36.6 

38.0 

Clerical,  sales,  service 

53.9 

46.6 

4.9 

4.0 

4.1 

3.5 

80 

63 

+27 

37.1 

38.4 

Craftsman,  laborer 

42.4 

39.7 

3.6 

3.7 

2.9 

3.5 

36 

^3 

-16 

36.6 

38.3 

Farmer. 

23.6 

21.2 

2.9 

3.7 

2.4 

3.1 

15 

19 

-21 

38.3 

38.7 

Unclassified 

46.2 

43,1 

4.2 

3.5 

3.3 

3.2 

74 

70 

+6 

37.9 

38.6 

Education  of  family  head; 

Grammar  school 

38.1 

3.8 

^ 2 

^ 6 

8 

39A 

■^7  Q 

Some  hi£^  school 

46.0 

44.8 

3.8 

49 

QO 

c:h 

y 

-Q 

V7  ll 

Some  college 

57.7 

54.4 

5.0 

4.4 

4.4 

J ♦ X 

4.2 

82 

+10 

36.4 

'RT  Q 

Age  of  housewife ; 

Itoder  35  years 

43.1 

43.6 

4.0 

3.5 

3.2 

3.1 

39 

39 

0 

36.7 

37.5 

35-44  years 

42.4 

40.8 

4.0 

4.2 

3.7 

4.1 

36 

43 

-16 

35.6 

37.6 

45  years  and  over 

47.6 

42.8 

4.2 

4.1 

3.7 

3.8 

72 

72 

0 

37.7 

39.0 

Work  status  of  housewife ; 

Employed 

48.4 

^5.3 

4.1 

3.9 

3.5 

3.5 

65 

65 

0 

38.0 

38.6 

Unemployed 

44.4 

4l.6 

4.2 

4.0 

3.6 

3.8 

49 

51 

-4 

36.5 

38.2 

1/  All  juices  other  than  oreuage,  grapefruit,  pineapple,  prime  and  tomato. 
Equivalent  cases  2k-  No,  2 cans... 432  ounces  per  case. 
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Table  I5.— TOTAL  CAUSED  SISOLE-STFESGTH  JUICES 

Percentage  of  families  bviying,  purchases  per  buying  family  and  per  1,000  persons,  and  average  prices  paid, 

April-September  1959  and  i960 


Place  of  residence 
or  family 


Proportion 
of  families 
buying 


Purchase  per 
buying  family 


Number 


Quantity 


Purchases 
per  1,000 
persons 


characte  ris tic 


United  States 

Geographic  region: 

Northeast 

North  Central 

South 

Mountain- Southwest 

Pacific 

Size  of  community: 

Farm 

Cities;  Under  10,000 

10.000- 99,999 

100.000- 499,999 

500,000  and  over 

Family  inccxne: 

Ut>per 

U^>per  middle 

Lover  middle 

Lower 

Size  of  family: 

1 and  2 members 

3 members 

4 and  5 members 

6 and  over 

Presence  of  children: 

No  children 

Cbder  6 years  only 

6-12  years  only 

13-17  years  only 

Multiple -age  groups 

Occupation  of  family  head: 

Executive,  professional 

Clerical,  sales,  service .... 

Craftsman,  laborer 

Farmer 

Uhclasslfied 

Education  of  family  head: 

Grammar  school 

Some  high  school 

Some  college 

Age  of  housewife : 

llider  35  years 

35-44  years 

45  years  and  over 

VoA  status  of  housewife : 

Ehq>loyed 

Lhengployed 

Equivalent  cases  24  No.  2 cans 7 


i960 

; 1959 

; i960 

: 1959 

; i960 

: 1959 

i960 

; 1959 

: Change 

:from  1959 

Pet. 

Pet. 

No. 

No. 

46 -oz . 
cans 

46-oz . 
cans 

Cases 

Cases 

Pet. 

77.8 

80.8 

7.5 

7.9 

8.5 

8.8 

218 

231 

-6 

84.7 

89.5 

9.6 

10.0 

10.5 

10.7 

296 

316 

-6 

73.3 

77.9 

6.1 

6.4 

6.9 

7.4 

168 

191 

-12 

69.1 

70.6 

7.4 

7.8 

8.2 

8.4 

163 

166 

-2 

81.7 

77.7 

6.7 

7.6 

7.5 

8.5 

206 

219 

-6 

84.9 

87.7 

6.9 

7.2 

8.9 

8.6 

282 

278 

+1 

60.2 

61.1 

6.5 

6.6 

8.2 

7.5 

135 

126 

+7 

74.0 

75.1 

6.3 

7.1 

7.3 

8.1 

178 

196 

-9 

79-2 

81.7 

6.8 

7.1 

7.6 

8.4 

212 

231 

-8 

79.7 

81.8 

6.7 

7.3 

7.5 

8.2 

200 

223 

-10 

84.7 

90.2 

9.2 

9.6 

10.3 

10.1 

293 

305 

-4 

81.5 

87.4 

8.4 

9.1 

10.0 

10.5 

24i 

274 

-12 

77.9 

83.0 

7.2 

8.0 

8.4 

9.1 

186 

221 

-16 

76.1 

77.8 

7.6 

7.9 

8.4 

8.6 

204 

211 

-3 

76.1 

75.6 

6.9 

6.8 

7.6 

7.2 

242 

216 

+12 

76.8 

81.7 

7.5 

7.7 

8.2 

8.3 

373 

398 

-6 

80.9 

81.5 

7.8 

8.2 

8.2 

8.5 

240 

249 

-4 

79.7 

81.8 

7.4 

8.1 

8.7 

9.0 

173 

178 

-3 

71.1 

73.3 

7.7 

8.4 

10.7 

11.6 

in 

129 

-l4 

77.8 

81.3 

8.0 

8.2 

8.8 

8.9 

360 

370 

-3 

87.4 

92.4 

6.7 

6.7 

6.3 

6.7 

175 

180 

-3 

85.5 

73.4 

7.6 

7-9 

9-5 

9.4 

251 

192 

+31 

70.5 

80.3 

7.8 

8.8 

9.3 

9.9 

177 

234 

-24 

72.8 

77.2 

6.8 

7.7 

8.4 

9.4 

111 

136 

-18 

84.9 

89.6 

8.1 

9-1 

9.3 

10.0 

245 

288 

-15 

82.0 

84.1 

8.7 

8.1 

9.2 

8.5 

273 

256 

+7 

76.9 

78.5 

7.0 

7.7 

8.0 

8.5 

181 

196 

-8 

54.4 

56.6 

5.6 

6.4 

7.3 

7.5 

103 

115 

-10 

79.4 

85.4 

7.7 

7.7 

8.9 

8.8 

345 

348 

-1 

70.4 

73.3 

7.7 

7.9 

9-1 

9.1 

206 

214 

-4 

79.6 

83.9 

7.2 

7.9 

8.0 

8.5 

204 

230 

-11 

87.0 

87.7 

7.9 

8.1 

8.9 

9.1 

274 

270 

^+1 

81.8 

82.7 

6.3 

6.5 

6.4 

6.7 

148 

151 

-2 

72.5 

78.3 

6.9 

8.1 

8.4 

9.5 

l4o 

180 

-22 

78.1 

80.9 

8.3 

8.5 

9.6 

9.6 

314 

319 

-2 

77.9 

83.0 

7.6 

7.9 

8.6 

8.7 

258 

274 

-6 

77.8 

79-9 

7.5 

8.0 

8.5 

8.9 

206 

219 

-6 

. .432  ounces  per  case . 
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teble  l6. — MISCELLANEOUS  CANNED  SINaLE-STKENGTH  FRUIT  DRINKS 
Percentage  of  families  buying,  purchases  per  buying  family  and  per  1,000  persons,  and  average  prices  paid, 

April-September  i960  ^ 


Place  of  residence 
or  family 
characteristic 


. Proportion  . 
, of  families  . 
1 buying  | 

Purchase  per 
buying  family 

Purchases 
per  1,000 
persons 

. Paid  per 
! 46-oz. 

i can 

Number 

’ Quantity 

! i960  1 

i960 

; i960 

i960 

: i960 

0 

1 

VO 

: Percent 

Number 

CEUIS 

Cases 

Cents 

3.7 

5A 

60 

34.2 

4.9 

7:2 

108 

34.7 

3.4 

4.7 

55 

33.5 

2.9 

4.4 

28 

34.9 

2.8 

3.9 

38 

34.8 

2,4 

3.6 

42 

32.8 

3.3 

4.9 

29 

34.4 

3.1 

^^.5 

44 

34.7 

3A 

4.8 

58 

34.3 

3.4 

4.8 

57 

34.2 

4.4 

6.6 

88 

33.8 

•’  39.7 

4.5 

7.0 

82 

34.2 

.5  34.1 

3.7 

5.1 

50 

34.0 

.*  33.4 

3.6 

5.2 

55 

34.3 

.*  29.9 

3.1 

4.1 

52 

34.4 

2.9 

4.0 

70 

3'^.7 

3.8 

5-3 

74 

34.0 

39.7 

4.3 

6.4 

63 

34.2 

5.0 

8.1 

36 

33.9 

3.2 

4.5 

70 

34.7 

41.6 

3.2 

4.4 

59 

33.5 

.:  45.3 

4.1 

5.9 

83 

34.1 

34.5 

4.0 

5.5 

52 

34.6 

•:  35.0 

4.9 

7.6 

48 

34.0 

.:  39.6 

4.1 

6.2 

77 

34.0 

3.6 

5.0 

66 

34.5 

3.9 

5.5 

58 

34.1 

2.6 

3.7 

22 

34.2 

3.2 

4.7 

65 

34.9 

4.8 

43 

34.7 

3.8 

5.4 

62 

34.2 

4.0 

6.3 

90 

33.8 

.*  37.2 

3.6 

5.4 

56 

33.7 

4.6 

6.8 

58 

34.1 

3-4 

4.9 

65 

34.6 

•!  35.4 

3.7 

5.4 

74 

56.0 

33.6 

3.7 

5.^ 

56 

34.2 

;e  and  pineapple -grapefruit. 

432  ounces  per  case. 

1 

United  States. 


Geographic  region: 

Northeast 

North  Central 

South 

Mountain-Southwest . 
Pacific 


Size  of  community: 

Farm 

Cities:  Under  10,000. 

10.000- 99,999 

100.000- 499,999 

500,000  and  over. . . . 


Family  Income: 

Upper 

Upper  middle 

Lower  middle 

Lower 

Size  of  family: 

1 and  2 members 

3 members 

4 and  5 members 

6 and  over 

Presence  of  children: 

No  children 

Uhder  6 years  oifLy 

6-12  years  only 

13-17  years  only 

Multiple-age  groups 

Occupation  of  family  h^d.: 
Executive,  professional. . 
Clerical,  sales,  service. 

Craftsman,  laborer 

Farmer 

Uhclasslfied 


Education  of  family  head: 

Grammsur  school 

Some  hl^  school 

Some  college 


Age  of  housewife: 
Under  35  years . . . . 

35-^  years 

45  years  and  over. 


Work  status  of  housewife: 

Employed 

Uhen^loyed 


^ All  drinks  other  than  ora 
Equivalent  cases  24  No.  2 cans. 
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Table  17.  —TOTAL  GAMED  SIWGLE-STREITGTH  FRUIT  DRIMB 

Percentage  of  families  buying,  purchases  per  buying  family  and  per  1,000  persons,  and  average  prices  paid 

April-September  i960 


Place  of  residence 
or  family 
characteristic 


United  States 

Geographic  region: 

Northeast 

North  Central 

South 

Mountain-Southwest 

Peiclflc 

Size  of  community: 

Farm 

Cities:  Iftider  10,000.... 

10.000- 99,999 

100.000- 499,999 

500,000  and  over 

Family  Income: 

^pper 

Upper  middle 

Lower  middle 

Lower 

Size  of  family: 

1 and  2 members 

3 members 

4 and  5 members 

6 and  over 

Presence  of  children: 

No  children 

Utader  6 years  only 

6-12  years  only 

13-17  years  only 

Multiple-age  groups 

Occupation  of  family  head: 
Executive,  professional. 
Clerical,  sales,  service 

Craftsman,  laborer 

Farmer 

Uhclassified 

Education  of  family  head: 

Grammeir  school 

Some  high  school 

Some  college 

Age  of  housewife: 

Dhder  35  years 

35-44  years 

45  years  8ind  over 

Work  status  of  housewife: 

Employed 

Unemployed 


Equivalent  cases  24  No.  2 cans. 


’ Proportion 

Purchase 

per 

■ Purchases 

• of  families  | 

huvine  family 

1 per  1, 000 

1 buying  | 

Number  ] 

Quantity 

' persons 

! i960  ; 

i960  ! 

i960 

; i960 

46-ounce 

: Percent 

Number 

cans 

Cases 

: 49.7 

4.7 

7.6 

123 

• 57.8 

5.9 

9.1 

175 

; 51.2 

4.8 

7.7 

132 

35.8 

3.9 

5.9 

62 

* 46.7 

3.7 

5-9 

93 

: 54.5 

3.6 

6.5 

131 

1 37.5 

4.4 

7.1 

74 

: 46.6 

4.2 

6.7 

102 

: ^9.9 

7.7 

136 

: 52.7 

4.4 

7.1 

125 

5^.2 

5.4 

8.4 

152 

; 55.3 

5.3 

8.8 

144 

: 46.9 

4.9 

7.9 

107 

: 50.2 

4.5 

7.2 

116 

: 46.9 

4.1 

6.3 

124 

= 45.8 

4.0 

6.3 

170 

: 53.2 

4.9 

7.6 

146 

56.5 

5.2 

8.5 

120 

• 42.2 

5-9 

10.2 

63 

: 47.2 

4.2 

6.6 

163 

: 56.0 

6.6 

117 

: 63.0 

5-1 

8.1 

158 

: ^7.7 

4.7 

7.2 

93 

47.9 

6.0 

10.3 

90 

: 55.5 

4.9 

7.9 

136 

i 52.6 

4.9 

7.7 

146 

: 48.9 

4.9 

7.8 

112 

: 41.3 

4.1 

6.8 

73 

; '^7-5 

4.1 

6.9 

159 

i 44.8 

4.4 

6.9 

99 

: 50.6 

4.8 

7.6 

124 

; 56.9 

5.0 

8.5 

169 

: 50.8 

4.7 

7.4 

106 

: 50.4 

5.7 

no 

: 49.0 

4.3 

6.9 

142 

: 50.8 

4.6 

7-^ 

1^5 

: 49.3 

4.8 

7.6 

116 

..432  ounces  per  case. 
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Table  l8.— MISCELIAIIEOUS  FROZEN  CONCENTRATED  JUICES 
Purchases  per  1,000  persons 
April- September  1959  1900 


Place  of  residence  or 
family  characteristic 


UNITED  STATES  

GEOGRAPHIC  REGION: 

Northeast  

North  Central  

South  

Mountain- Southwest  . . 

Pacific  

SIZE  OF  COMMUNITY: 

Faim 

Cities:  Under  10,000 

10.000- 99,999  

100.000- 499,999  ... 
500,000  and  over  . . 

FAMILY  INCOME: 

Upper  

I^per  middle  

Lower  middle  

Lower  

SIZE  OF  FAMILY: 

1 and  2 members  

3 members  

4 and  5 members  

6 and  over  


Purchases  per  1,000  • ■ Purchases  per  1,000 

persons • Place  of  residence  or  • persons 


i960 

1959 

1 family  characteristic 

: i960 

1959 

Gallons 

Gallons 

\ 

Gallons 

Gallons 

24.3 

27.5 

PRESENCE  OF  CHILDREN: 

No  children  

: 27.8 

35.2 

32.4 

43.7 

Under  6 years  only  ...... 

: 33.8 

23.7 

28.0 

30.2 

6-12  years  only  

: 27.2 

25.9 

11.3 

9.5 

13- 17  years  only  

26.8 

24.0 

21.7 

Multiple-age  groups  

22.5 

22.2 

24.1 

OCCUPATION,  FAMILY  HEAD: 

Executive,  professional  . 

: 34.2 

40.8 

8.5 

10.1 

Clerical,  sales,  service 

: 31.0 

34.7 

18.8 

17.0 

Craftsman,  laborer  

22.7 

23.6 

20.1 

Farmer 

14.6 

30.3 

34.0 

Unclassified  

28.5 

31.1 

4l.O 

EDUCATION,  FAMILY  HEAD: 

Grammar  school  

13.9 

32.2 

35.6 

Some  high  school  

32.0 

21.7 

28.1 

Some  college  

43.7 

22.9 

26.5 

AGE,  HOUSEWIFE: 

18.1 

18.6 

Under  35  years  

.:  24.6 

25.8 

35-44  years  

27.6 

29.1 

35.4 

45  years  and  over  

28.6 

24.6 

33.2 

WORK  STATUS,  HOUSEWIFE: 

28.2 

28.3 

Employed  

34.8 

13.8 

l4.l 

Unen^jloyed  

25.4 

Table  I9. — Members  per  household,  and  proportion  of  U.  S.  households  by  family  characteristic, 

April-September  i960  ^ 


Place  of  residence  or 
family  characteristic 

: Members 
per 

: household 

: Proportion 
: of 

: households 

Place  of  residence  or 
family  characteristic 

: Members  : 

per  : 

: household: 

Proportion 

of 

households 

Number 

Percent 

Number 

Percent 

GEOGRAPHIC  REGION: 

PRESENCE  OF  CHILDREN: 

Northeast  

..:  3.25 

27.1 

No  children  

48.6 

South 

3.72 

20.1 

Under  6 years  only  

13.1 

North  Central  

..:  3.21 

30.0 

6-12,  years  only 

9.4 

Movintaln- Southwest  

..:  3.20 

10.5 

13-17  years  only  

6.8 

Pacific  

12.3 

Multiple -age  groups  

.:  5.69 

22.1 

SIZE  OF  CCMMUNITY: 

OCCUPATION,  FAMILY  HEAD: 

Farm 

..:  3.86 

9.4 

Executive,  professional  . 

3.34 

21.5 

Cities:  Under  10,000  ... 

3.29 

20.9 

Clerical,  sales,  service 

: 2.99 

16.6 

10,000-99,999  

16.8 

Craftsman,  laborer  

37.h 

100,000-499,999  

19.7 

Farmer  

3.94 

7.1 

500,000  and  over  

33.2 

Unclassified  

17.4 

FAMILY  INCOME: 

EDUCATION,  FAMILY  HEAD: 

Upper  

3.57 

25.0 

Grammar  school  

3.30 

36.9 

Upper  middle  

3.57 

25.0 

Some  hi^  school 

3.34 

43.6 

Lower  middle  

25.0 

Some  college 

19.5 

Lower  

25.0 

AGE,  HOUSEWIFE: 

SIZE  OF  FAMILY: 

Under  35  years  

3.92 

29.8 

1 and  2 members  

40.9 

35-44  years  

22.6 

3 members  

18.9 

45  years  and  over  

47.6 

4 and  5 members  

4.39 

29.1 

WORK  STATUS,  HOUSEWIFE: 

^ fl.nd  nvpT  

• 7.05 

11.1 

Fpipl  nyed  ................ 

. : 2.83 

33.9 

Unemployed  

66.1 

1/  Estimated  by  the  contractor  from  Bureau  of  the  Census  and  other  data. 
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Table  20. — Consumer  purchases  of  selected  fruits  and  juices, 
April-September  i960  with  comparisons 


Product 

Purchases  ^ 

! Change  i960  from — 

i960 

: 1959 

• 

; 1955 

; 1959 

: 1955 

1,000 

1,000 

1,000 

gallons 

gallons 

gallons 

Percent 

Percent 

FROZEN  CONCENTRATED  JUICES: 

Orange 

31,223 

25,143 

30,325 

-1-24 

+3 

Miscellaneous  

3,835 

4,326 

3,938 

-11 

-3 

Total 

35,058 

29,469 

34,263 

+19 

+2 

CHILLED  ORANGE  JUICE 

12,233 

10,617 

2/10,501 

+15 

+16 

1,000 

1,000 

1,000 

cases 

cases 

cases 

SINGLE  STRENGTH  JUICES: 

Orange 

4,572 

3,766 

7,225 

-1-21 

-37 

Grapefruit 

3,175 

4,444 

6,389 

-29 

-50 

Pineapple  

8,133 

5,740 

8,587 

+7 

-29 

Prune  

3,266 

3,131 

3,231 

-1-4 

+1 

Tomato 

8,833 

10,808 

9,728 

-18 

-9 

Miscellaneous 

8,244 

8,484 

8,323 

-3 

-1 

Total  

34,223 

36,373 

43,483 

-6 

-21 

SINGLE  STRENGTH  FRUIT  DRINKS: 

Orange 

3,329 

3,027 

2,711 

-HO 

-1-23 

Pineapple -grapefruit.  . . . 

6,549 

6,066 

2/3,914 

-1-8 

-1-67 

Mi-scellaneous 

9,407 

Total  . 

19,285 

CANNED  CaiAIEFRUIT  SECTIONS.  . 

1,442 

1,494 

2/1,610 

-4 

-10 

1,000 

1,000 

1,000 

boxes 

boxes 

boxes 

FRESH  FRUIT: 

Oranges  

6,859 

8,648 

11,863 

-21 

-42 

Grapefruit 

4,245 

4,900 

5,555 

-13 

-24 

not  available. 

Equivalent  cases  24  No.  2 cans... 432  ounces  per  case,  except  480  oimces  for  grape- 
fruit sections. 
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